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‘Fine-Combing a city! 


Take any town, big or small... take YOUR town, for 
instance, just tell us how you want the names of the citi- 
zens in your city listed . . . and remember what can be 
done in this one city, can be done naticnally on a full 
coverage of the United States. 


Ponton’s inexhaustable treasure of up-to-date name lists 
from every state is yours to apply as you wish — all you 
need is our catalog as a tool. 


ew, 
Combing sections income-wise . . . according to home- 
ownership ...estimated worth...or according to specific 


occupations, professions, married people or business 

... knows Your Prospects...by name! lines. Combing the business district with the fine-tooth 
comb of decades of research experience . . . from any 

W. S. PONTON, Inc. so £. 42 5+. possible point of view upside down, downside up. . . 


New York 17, N.Y. MUrray Hill 7-531) “ 
ranging from the grocers to the city hall cabinet. 
Prod. Plant—44 Honeck 5t., Englewood, N. J. 


oe Makers and Sellers have the Ponton “live” list assur- 
ance of getting to their prospects without fail. From 
Research to Result with a Ponton custom-compiled list 
for Your mail promotion . . . delivered on your mailing 
piece . . . on gummed labels, cards or list form . . . ask 
for any imaginable list combination! 


WRITE FOR FREE CATALOG! 


The Ponton Catalog is a valu 
able trade tool with a thousand 
hidden uses...use it all the time 


DIRECT (mail) CONTACT MEANS DIRECT (sale) RESULT! 
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NEW DEPARTMENTS BEGINNING IN THIS ISSUE 
A Monthly Copy Clinic 


REED-ABLE COPY — Conducted by Orville Reed 


A Round-Up of Club Activities: 


ORGANIZATION REPORT 
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FEATURES 


THE DECEMBER 30TH STORY — Reported by H. H. 
TECHNIQUES VS. COPY — 4y M. A. Pollen . 


END-OF-THE-YEAR ROUND-UP OF 
THIS & THAT — dy H. H. 


AN AUDIENCE ANSWERS THE PANEL 
DIRECT MAIL FOR NON-PROFIT ORGANIZATIONS 
WHO BUYS YOUR PRODUCT? — Ay Paul Bringe 


HOW CAN YOU EAT UP THE PROFITS WHEN YOU ONLY 
GOT PLENTY OF NUTHIN’? — dy Wilfred S. Rowe 
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COVER STORY 


SALUTE TO A FELLOW 
WHO SPARKED A BIG IDEA 


Last minute note: Our cover and 
cover story were prepared and in the 
works before the Post Office became 
big news on December 30. We intend- 
ed to scrap this story temporarily .. . 
but finally decided to let it run. But 
for the full postal picture see The 


The news finally leaked out that the 
basic idea for the new simplified Postal 
Manual (300 simple pages replacing 
4,000 pages of dense official print) was 
sparked by a Bostonian named Carle 
ton W. Richardson. We thought Re- 
porter readers would like to know 
about it and join in a salute to him. 

Carl is a modest man and claims 
most of the credit belongs to others. 
But here is the story: 

Things started happening at a 
breakfast meeting late in February o 
1953 preceding Boston Ad _ Club's 
“Direct Mail Day”. Attending the 
meeting (as Carl recollects it) were 
Jim Mosely of Mosely Mail Order List 
Service; Don Segal of S. Cupples En- 
velope Co.; Luther Breck, Jr., of Joseph 
Breck & Sons; Leo Bernheimer, Jr., 
of Hub Mail Advertising Service; 
Louis Fowler, chairman of Postal Com 
mittee of Boston Chamber of Com- 
merce and the Boston Postmaster. A 
suggestion for a new type of Postal 
Manual was advanced by Jim Mosely 
and thoroughly discussed. 

Carl Richardson was appointed then 
and there as chairman of a committee 
to work out the details and push the 
idea along with the Post Office De 
partment. After further consultations, 
Carl formally presented the committee 
proposals to the Postmaster General on 
March 11, 1953. The detailed recom 
mendations were followed practically 
word for word in the now completed 
and widely approved manual. Early in 
April 1953, Carl was advised by the 
PMG’s office that the idea was re 
ceiving serious consideration . . . and 
shortly thereafter a Post Office official 
from Washington visited Boston and 
met for a lengthy discussion with Carl, 
Don Segal and Louis Fowler. After 
that, the Post Office took over and 
the mammoth job of condensing 4,000 
pages of confusing regulations into 300 
pages of understandable English. It 
was completed for temporary printing 
by October 18, 1954. Final edition ap 
peared December 1, 1954. 

So Carl Richardson deserves this 
salute for successfully sparking the 





“Reply-O-Letters carrying 


Riast-Oleum distributor 


imprints often produce 


7 


as much as 25 


says: 


% replies.” 


ROBERT A. FERGUSSON, President 


RUST-OLEUM CORPORATION, 


Evanston, Illinois 


“Ever since 1937 Reply-O-Letters have car- 
ried the brunt of our direct mail efforts. 
Year after year in sales campaigns built 
around Reply-O-Letters, Rust-Oleum dis- 
tributors use a total of more than 500,000 
Reply-O-Letters to help them secure leads 
for their men in the field. 


The Reply-O organization knows direct mail 
technique—how to prepare copy and layouts 
that really motivate action. 


Results? — We really get them! It’s quite 
common to receive a response of 25% re- 
turns, leads that bring excellent test opportu- 
nities that almost always develop into sales.” 


the = 


write for 
FREE BOOKLET 


We invite tests of 5,000 
to 10,000 Reply-O-Letters 
from mail users who, 
when satisfied with the 
results, can then mail in 
larger quantities. 

The booklet, “rr was An- 
SWERS THEY WANTED” 
makes good reading for 
anyone who uses the mails. 
Send for your free copy 
today. 





reply-o-letter 


THE REPLY-O PRODUCTS CO. 
7 Central Park West 
New York 23, N. Y. 

Soles Offices: Boston * Chicago 
Cleveland * Detroit * Toronto 


best idea in postal history . . . even 
though he generously shares the credit 
with others. 

For the benefit of those who don’t 
know him .. . here are the highiights 
of his background 

Carleton W. Richardson was born 
in Brunswick, Maine, and was grad 
uated from its high school. Attended 
College of Business Administration, 
Boston University. Was college corres 
pondent for Boston Globe. Clerked for 
a time after school days on Boston 
Stock Exchange. Was assistant financial 
editor for Christian Science Monitor 
1921 to 1927; general manager of Till- 
man Survey Financial Service 1927 to 
1930; director of research, Copper 
Statistics Company 1930 to 1931. Then 
became vice president and sales mana 
ger of United Business Service, 210 
Newbury St., Boston 16, Mass., in 
1931 . . . and has remained until 
now to become known as one of the 
country’s best direct mail experts. 

He and his family live in nearby 
Wellesley and he finds time for many 
outside activities. Is now serving as 
chairman of the General Assembly 
Boston YMCA. Was formerly board 
chairman of the Boston YMCA, vice 
president of the Advertising Club of 
Boston, president of the Mail Selling 
Club of Boston and a director of the 
Direct Mail Advertising Association. 

When you refer to your Postal 
Manual ... you can think of Carl. 


BUS REED 
TO NOTE: 


Those of you who belong to service 
clubs will appreciate the gripe of Oren 
Arnold of Phoenix, Arizona, writing 
about club speakers in the August 
Kiwanis Magazine 

“We had a big shot from Wash 
ington speak to us a while back, and 
right there before our eyes he dwin 
died in caliber. In the first place he 
read his speech. In the second place, 
he didn’t read it well. In the third 
place, it wasn’t worth reading.” 

It has long been our observation that 
even the best speech, if read, is only 
about half as good as a poor speech 
given as if extemporaneously with in 
frequent use of notes. 

Note we said “as if’ extemporane- 
ously. Don’t be fooled by the speaker 
who gets up and talks to you almost 
casually. Some of those talks are as 
skillfully planned and delivered as the 
climax scene in a good play. 

From—The Phiio¢opher, h.m. of Kalamazoo 
Vegetable Parchment Co., Kalamazoo, Mich 


Edited by Glenn Stewart 


THE REPORTER 





PRINTS WELL 
. . . because it has a beautifully smooth surface, is 
genuinely watermarked, and is precision cut. 


HAMILTON BUND 


LIES FLAT, FEEDS WELL... because it is pre-conditioned and moisture- 
proof wrapped at the mill. 


CRISP, TRUE BOND SURFACE... prints cleanly, clearly, evenly, with- 
out a trace of linting or fuzziness. 


IS UNIFORM IN QUALITY... because its pulps are blended right frorn 
the start, and constant testing keeps every sheet up to snuff. 


IS MADE WITH PURE SPRING WATER ... and a paper is only as good 
as the water it’s made with. 


White in 4 weights—11 colors in 3 weights 
FREE! IDEAS YOU CAN USE TO SELL MORE LETTERHEADS... 


Hamilton’s Letterhead Style Book is filled with ideas about how to create distinguished 
letterheads with everyday type faces and common type ornaments. Write for free copy. 


HAMILTON BUSINESS PAPERS include HAMILTON TEXT AND COVER PAPERS 
Hamilton Bond, Hamilton Bond Script, | offer interesting, colorful backgrounds for 
Hamilton Ledger, Hamilton Mimeo Bond, distinctive advertising literature. Unusual 
Hamilton Duplicator, Hamilton Vellum, | surfaces and exciting colors galore! See gay 


Hamilton Offset. y new Carousel—a beautiful paper. 


W. C. HAMILTON & SONS ° Miquon, Pa. 
Offices in New York, Chicago, Los Angeles 





The inside story of 
the list business #22 


Volume mailing nowadays requires thinking big. Dollars 
spent on direct mail advertising in the first ten months 
of 1954 totaled about $1,023,704,543 — or a 
gain of 6.09% over 1953. This continuing gain 
in volume in a medium once considered a neg- 
ligible part of advertising expenditures indicates that 
users of direct mail are now thinking in bigger terms. 


When the large mailer can’t increase his prices and has 
reached the top productiveness of his advertising, he 
must sit down and think hard of other ways to keep his 
business healthy. 


He can’t cut his volume and expect to make more profit. 
Some companies frightened at postal increases and the 
thought of still more increases, did feel that cutting 
their volume was the only solution, but the great ma- 
jority of mailers did just the reverse. They stepped up 
their volume to take advantage of their fixed over- 


head costs 


You Can Pay Too Little 
for an Order! 


How do you know when you are paying too little for an 
order? You could be when your overhead will allow you 
to increase your volume without the addition of per- 
sonnel or space. The same overhead which has handled a 
volume of 100,000 can probably handle 1,000,- 

000 pieces of mail. Stepping up the volume to ( ) 
such an extent, however, means that markets v 
not formerly considered profitable must somehow be 
made worth cultivating. In selling by mail, an entirely 
new light will be put on lists which were formerly mar- 
ginal or actually unprofitable. Also, expanding your 
market like this will, of course, cost you more per order 
than formerly, so you will have to reappraise your 
method of figuring costs. 


First, examine the period of time you have been allow- 
ing for that sale to make a profit. Or to put it another 
way, how long do you wait for a new customer to be- 
come profitable? Few mail order people can make an 
immediate profit. Many merely break even on the first 
sale, or may even lose money. Instead of showing a loss 
for this first sale, project your sales figures for two, 
three, five or even more years. Over that period of time 
your average customer will become profitable. This sys- 
tem is followed as a matter of course by those who sell 
on the installment plan. 


Second, you can step up your attempts to get repeat 
business from your customers. The more repeat business 


you can expect to get from a customer, the more you can 
afford to pay for the initial sale. Depending on the fre- 
quency cycle of repeat sales, customers can be kept many 
years. Max Sackheim, when he was President 
Cr of Brown Wire & Fence Co., found that he 
\— could get repeat sales from customers as much 
as nine years after the original purchase. Lists, of course, 
have to be kept in good shape to produce like this. A 
good rule to remember is, “Don’t ever forget a customer, 
or let a customer forget you.” He might go somewhere 
else if you do. 


Third, you can find other items to sell to your cus- 
tomers. Witness the program of one of the leading 
book clubs which has reached out into the art field 
selling reproductions of famous paintings, and into the 
music field selling records. The Little Leather Library 
knew the value of this diversified selling before the 
book club idea was thought of. They sold ukuleles and 
moth bags! 


Literary Pots & Pans 


Although it was the paper shortage during the war which 
drove them to it, another publisher who sold books on 
the installment plan, switched to pots and pans. A firm 
which manufactures receipt books, sells office furniture 
which they do not make. The largest gift house started 
out selling Christmas cards. A subscription agency addea 
greeting cards which now have a heavier sale than the 
magazines. In other words, a wide departure from the 
original product or service sold is no stumbling block 
to taking on another item to sell. If the market is simi- 
lar, however, your own list will produce the most sales. 


Another yardstick for telling if you are not paying 
enough for your orders is your renewal rate. A very 
high rate is a signal that you can increase your customer 
list at a higher cost with the certainty you will 

make up for it on your next mailing. A well- 

known fund raiser for instance loses money on 

the first solicitation of propects, but gets a phenomenal 
return on the follow up. This organization, naturally, 
mails very heavily and is increasing its volume yearly. 


A company which doesn’t grow, slips back, so if any of 
you good mailers would like to grow with us, just give 
us a ring or drop us a note and we'll be very happy 
to go over your plans for a larger schedule with you. 
Perhaps we can help develop new markets for you. 


4 eee Wav kin Kak 


President 


NAMES UNLIMITED, INC. 


N. Y. 10, N. Y. 


352 Fourth Avenue MUrray Hill 6-2454 


Charter Member National Council of Mailing List Brokers 


OUR 27th YEAR IN THE LIST FIELD 




















We welcome your direct mail ideas and news items for this department. Send all materia! to 


Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 




















IN THIS FIRST ISSUE of a new 
year . .. we are giving you the start 
of a new feature. It will be a continuing 
C-O-P-Y Clinic in which all can par- 
ticipate. So pay particular attention to 
page 17. Also . . . be sure to read the 
December 30th Story on page 14. We 
were all set to go to press when the 
blow-up came in Washington. So had 
to make some hurried last minute 
changes. Let us know what you think 
about it all. 


“SLIDE RING” is a new type of 
plastic mechanical binding which offers 
loose leaf convenience for bound booklet 
sheet changes. Consists of an open multi- 
ple ring section and a backbone piece 


_s<_—lle | 


which slides over the ring section, lock- 
ing it tight. More than 30 color combina- 
tions are available. Write to Plastic Loose 
Leaf, Inc., 209 S. Jefferson St., Chicago 
6, Ill. 


[] ONE OF THE BEST PROMOTION 
STUNTS for the past year was dreamed 
up by Frank Gerhart, advertising mana- 
ger of The Mead Sales Co., 118 W. First 
St., Dayton 2, Ohio. For the Silk Screen 
Convention held in St. Louis . . . Frank 
wanted to introduce a new Mead board 
product for silk screen producers. So 
he had a very striking illustration print- 
ed by silk screen in two kinds of ink. 
One was waterproof and one was non- 
waterproof. By following instructions, 
certain parts of the printing came off 
quickly, leaving a very startling demon- 
stration. We won't reveal the nature of 
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the illustration except to say that it has 
a certain appeal from the sex angle. . . 
but the stunt certainly dramatizes the 
waterproof qualities of the new Mead 
cardboard. Frank tells us he has a 
limited supply of extra samples. So if 
you want to take a peek, write to him 
immediately. 

JJ) 
[] McGRAW-HILL’S Direct Mail News- 
letter certainly contains some powerful 
ammunition for boosting direct mail. 
Contains short case histories of M-H List 
Service customers vignetting their 
problem, materials they used, results and 
conclusion. November issue tells how 
two companies used d.m. to introduce a 
new product, get distributors. Write M-H 
at their Direct Mail Div., 330 W. 42nd 
St., New York 36, N. Y. and see if you 
can get a copy. 

—_— 
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[}) DIRECT M¢4IL ALSO GETS A 
BOOST in an article titled “Direct 
Mail Advertising: The Small Business- 
man’s Friend . carried on page one 
of the Atlanta (Ga.) Economic Review, 
Sept. issue. Written by William T. Tuck- 
er, Prof. of Marketing at the Univer- 
sity of Georgia, the piece explains what 
direct mail can and cannot do for the 
small business. Prof. Tucker gives some 
concrete examples of copy and headlines 
that have clicked for small direct mail 
users . . . and outlines how other small 
firms can apply the same techniques to 
their advertising efforts. The Review is 
published by the University of Georgia's 
School of Business Administration, 24 
Ivy St., S.E., Atlanta 2, Ga. Write for a 
copy. 
— 
eee 


[] AN EDITORIAL ADVISORY 
BOARD to guide development of pub- 
lic relations reference material has been 
formed by Gaulb Publishing Co., pub- 
lishers of The Editorial Directory. The 
board consists of 15 leading public rela- 
tions executives whose main objective 
will be to compile a companion volume 
to the Editorial Directory. Their new 
study will include data on newspapers, 


BUTLER BROTHERS 
TIES MAIL 
10 TIMES FASTER 


“We tie out as many as 100,000 
pieces of mail a day . . . and do it 
10 times faster than by hand-tying,” 
says Miss K. Bryant, Service Depart 
ment Supervisor of Butler Brothers, 
one of the world’s largest distribu- 
tors of general merchandising. 
Bunn Tying Machines help move this 
avalanche of mail—quickly Oper- 
ators simply place a stack of envelopes 
on the machine table and step on the 
treadle in only 1% seconds it is 
securely tied. 
Every bundle is tied with uniform tight- 
ness ... with minimum amount of twine 
. with a wrap and knot fully approved 
by Postmasters. 
No time is lost in changing from job 
to job — because Bunn Tying Machines 
adjust automatically to any size and 
shape. 


B. H. Bunn Co., Cept. RD-1 
7605 Vincennes Avenue, Chicago 20, Illinois 


GET THE WHOLE STORY 
Send today for this fact-packed tell-all booklet 
which illustrates the many advantages of this 
machine. There is no obligation. 


ee eee ee, Be, el 


B. H. Bunn Co., Dept. RD-! 
7605 Vincennes Ave., Chicago 20, Ill. 
Please send me a copy of your free booklet 


describing the many advantages of your tying 
machine. 


Nome 
Compony 


Address_ 








MAIL WITH 
CONFIDENCE! 


IN CHICAGO AND 
THE MIDWESTERN AREA 


Yes, at Lemarge you can mail with confidence 
that your 
job will be expedited and handled just the 


that your schedules will be met 
way you want it 
Folding 


inserting (hand or machine) 


sorting addressing premiums all 
your work will be done with the most modern 
equipment available and under intelligent 


supervision 


For you, this adds up to SPEED... ECONOMY 

QUALITY. Phone today or, better still 
come down and inspect our facilities for it 
seems that almost every time this happens 





we add still another customer 









Write or phone 


cm for details! 


tne LEMARGE company 


417 S. Jefferson Street 
Chicago 7, Illinois 
Phone: HArrison 7-1030 















syndicates, radio, television and news- 
reels. The reference books will be issued 
at a packaged price of $25. For com 
plete information, write to Jack Gaulb 
at 516 Sth Ave., New York 36, N. Y. 


eve 


A NEW LINE of “dial encyclopedias” 
is being released by Gram Distributing 
Co., Inc., 220 E. 46th St., New York 17. 
Called Dial-A-Grams, the fingertip wheel 
albums cover a number of subjects rang- 
ing from “The World At Your Finger- 
tips’ to “Your Best Friends At Your 
Fingertips”. Latter is a wheel of friend- 
ship for teenagers listing 20 rules 
for friendship and gives appropriate space 
for personal fill-ins. For list of Dial-A- 
Gram subjects and prices, write to above 


address. 
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THE POCKET PAL for printers, 
advertising production 
managers has been revised in a new 


estimators and 


edition by International Paper Co. This 
makes the third edition for the famous 
' educational booklet used by 
graphic arts people for twenty years. It’s 


Internatio: 


not a complete text on the graphic arts 

but Pocket Pal is a complete con- 
densation of all important phases, packed 
with 26 informative sections. Well worth 
the price of 50¢ for topnotch educa 
tional aid. You can get a copy from 
International at 220 E. 42nd St., New 
York, N. Y. 


MAGNESIUM ENGRAVINGS have 
been given added quality with a new 
developed by Dow 


Chemical Co. For maximum efficiency, 


etching process 
magnesium flats are pre-coated in quan 
tity and processed in the Dow etching 
machine. Basil Smith System, one of the 
few engraving plants licensed to use the 
Dow Process can give you the complete 
story. Write to them for literature telling 
about their plates-by-mail plan. Address 
is P. O. 8169, Philadelphia 1, Pa. 


—— 
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ANOTHER BIG MAILING of 
“Brands You Know” group coupons is 
scheduled to hit 27 
March covering cities from Boston 
to Honolulu. Handled by Western Em- 
pire Direct Adv. Co., 612 Howard St., 
San Francisco 5, Calif., the plan offers 
manufacturers any or all of the markets 


markets late in 


for a maximum cost of $16.00 per M 
for two-coupon enclosures. Cost drops to 
$12.00 for three, $8.00 for 6. W-E prints 






































three-color coupons both sides, mail an- 
nouncements to grocer levels, then maiis 
the coupons to up-to-date consumer lists. 
Past success of the group plan has been 
tremendous. 
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BRACE YOURSELF for a barrage 
of special “weeks” and promotions dur- 
ing 1955. Theodore R. Sills & Co., 
Chicago, sent us a list of national ob- 
servances upcoming this year which in- 
cludes such important events as National 
Break-A-Cold Week, National Pickle 
Week, Save A Wife Week (use paper 
plates), National Baking Soda Week 
and an Autumn Yamilee, whatever that 
is. April is the month earmarked for a 


Canned Corn Carnival . . . but it could 
easily run concurrently with any of the 
others. 

pan 
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THE DOODLER’S DIARY is al- 
ways a year-end treat from Wyncote, Pa., 
cartoonist Ray Thompson. It’s a booklet 
form diary and calendar Ray sends to all 
his friends. Each page is loaded with 
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Ray’s humorous sketches ° most ot 


them left unfinished for doodling. This 
year’s diary is packed with his usual 


wit and whimsev. 


“HOW IMPORTANT Is An Increase 
In Your Sales?” 


asked in an impressive booklet of services 


That's the question 


from Taylor & Greenough Co. (adver- 
tising, sales consultants) 20-30 Beaver 
Rd., Wethersfield 9, Conn. Directed to 
“the executive concerned with sales”, the 
booklet acts as an _ introduction § to 
.T & G's advertising and sales promo 
tion methods shows how their in 


telligent planning is coupled with effic 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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BETTER HOMES & GARDENS 


MEREDITH PUBLISHING COMPANY «+ DES MOINES 3, 1|OWA 


December 3, 1954 


Mr. E. W. Proctor, Jr. 
Guild Company 

160 Engle Street 
Englewood, New Jersey 


Dear Ed: 


We're pleased to note the interest that brokers are focusing on the 
many problems of list reporting. For complete, accurate list infor- 
mation is vital to the success of every direct mail program. 


Through the years, our tests of lists have often caused us to ques- 
tion the reliability of information given on the data cards. And 
such doubts have continually complicated ou: problem of list selec- 


tion. 
But your "certified" system now gives us an additional good reason 
to rely on the information which you present to us. List owners who 


will attest to the accuracy of their statements surely deserve the 
confidence which such action inspires. 


The real plus-value of your "certified" plan has been your success in 
encouraging list owners to give us detailed information, Ed. And 
your efforts are certainly appreciated. 
Sincerely yours, 
BETTER HOMES & GARDENS 
es ) E (4. Lh 
. s la | ne { k- CUM“ A, 


Circulation Manager 


Wayne A. Miller:nm 
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THE 


“CHAMPION” 
CHRISTMAS CARD 


Probably the undisputed “champion” of unusual Christmas cards this year was the holi- 


day paper package shown above 


mailed by Champicn Paper and Fibre Company 


Hamilton, Ohio. The greeting consisted of a giant-sized, brilliant red fibre mailing tube 


shown at the right. The boy is holding the top 


When opened, it unfurled several lengths 


of beautiful Christmas ribbon for gift wrapping. Inside the tube were five large rolls of 


Champion's gorgeous gift wrapping paper 


useful holiday greeting 


The package made a dynamic as well as 


QUIZ OF THE MONTH: Who are the models above? (See page 41). 


ient production for sales results. If plan- 


of this booklet 
. they've 


ning and production 
alone is used as a measure 
certainly proved T & G has the know- 


how. Exc ellent job. 
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RETAIL STORES are paying more 
attention to direct mail than ever be- 
fore reports Stores magazine, published 
by the National Retail Dry Goods Assn.., 
100 W. 31st St., New York, N. Y. Sept 
issue carried an article by adman Philip 
I. Ross (Ross Co., 38 E. 57th St., New 
York 22, N.Y.) pointing out that some 


stores are now completely sold on d.m.. 


using it in a big way to reach new mar- 
kets. They don’t confine its use to charge 
account or selective lists, nor do they 
worry about personalizing. For some 
stores, d.m. has become a big medium. 
magazine fol- 
10-page 


Oct. issue of the same 
lowed up the article with a 
spread . giving store management a 
complete primer on direct mail and what 
it can do for retailing. 


eee 


A NEW CODING METHOD has 
been incorporated into the 1955 edition 
of Bacon's Publicity Checker which lists 
3058 publicity-receptive publications. Pub- 


lished annually by Bacon’s Clipping 


Bureau, 343 So. Dearborn St., Chicago 
4, Ill, the new edition codes the pub- 
lications listed with reference numbers 
to show what type of publicity is used 
by each. Types include: New Products, 
Trade Literature, General News, Person- 
nel, Coming Events, Articles (by-lined 
and staff), Financial, Letters, Questions 
and Answers, Book Reviews, Contracts 
Awarded, Film Reviews and Entertain- 
ment. Publications are classified into 99 


market groups . . . with editor’s name, 

circulation, issuance dates, etc. Price of 
the Checker is $15.00 
eee 

ALL-PURPOSE METAL EQUIP- 


MENT CORP., Rochester, N. Y. manu- 
facturers of traveling racks and other 
mailing room equipment, has been ac- 
quired by Markol Metal Products, Inc., 
new corporation in Rochester headed by 
Charles W. Kolmetz. Markol will con- 
tinue to produce TR, Jr. and TR, Sr. 
traveling racks and other All-Purpose 
equipment as well as a new Markol line 
to be known as Multi-Purpose. 


eee 


LETTERS WE LIKE DEPT.: “If 
one of your problems is Sales, you'll 
find this letter worth your time and ef- 
fort . . . If you don’t need assistance, 
stop here! No use wasting your busy 
time.” Might seem like a sort of negative 
letter headline . . . but at least it’s an 
honest approach. National Foreman’s In- 
stitute used it on a two-page sales letter 
for their Selling Knacks, cartoon-illus- 
trated booklets for use as selling aids. 
The “If you don’t need assistance, stop 
here” caution probably urged recipients 
to read rurther . . . for how many don’t 
have sales problems of one kind or an- 
other? The rest of the letter was a good 
answer for many of them. 


[) J. M. FIRTH, president of Firth 
Bros., Ltd., Hamilton, Ont. clothes mfg., 
has built some fine goodwill for his 
company with a small “Thank You” 
folder. He sends a copy (“From The 
Office Of The President”) to every re- 
tail customer a few weeks after their 
garments are delivered. Copy inside offers 
Mr. Firth’s personal thanks and gratitude 
for the business. Firth Bros. is enjoying 
their 65th year in business this year... 
the little folder might be one of the 
reasons why. 


} ACKERS MOTOR LINES, INC., 
Gastonia, N. C., said “Thank You” to 
their many customers by sending them a 
beautiful booklet illustrating Ackers’ 20 
years of trucking progress. Accompany- 
ing letter from president W. W. Ackers, 
Jr., explained they wanted to show cus- 
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tomers the inner-workings of a company 
“you helped to build.” Booklet is dedi- 
cated to customers and gives them an im- 
pressive picture of Ackers personnel and 
facilities. Its many pictures and com- 
pleteness make it next best thing to a 
personal hand shake from Mr. Ackers. 
Fine job. 


eee 


DRAGON’S BLOOD is the name of 
a new four-page h.m. for Howlett & 
Smith, Ltd. (engravers), 295 George St., 
Toronto, Can. But it has no tales of 
knights in shining armor, etc. Gets its 
unusual title from “Etching powder” 
which for many years was made from 
Malayan rattan palm and called “Drag- 
on’s Blood”. D-B, written and created 
by George Franklin, sales promotion, 223 
Glengrove Ave., Toronto, and printed by 
Saturday Night Press, same city, con- 
tains a lot of worthwhile information 
about engravings. 


eee 


THE NATION’S FIREMEN received 
a national calendar tribute last month... 
via 200,000 full-color house hangers dis- 
tributed by Brown & Bigelow, Minne- 
apolis, Minn. The world’s largest calen- 
dar producers distributed the calendars 
to customers, friends and business lead- 
ers as part of their year-end institutional 
program. The house hangers feature an 
oil painting of an old horse-drawn fire 
wagon, illustrated by Hollywood artist 
Paul Detlefson to honor the country’s 
fire fighters. 


i | 
eee 


MIRACLE ON STATE STREET: 
Here’s a Christmas mailing production 
boner bound to give somebidy an ulcer. 
Chicago recipients of a beautiful toy cat- 
alogue produced for the Windy City’s 
Carson Pirie Scott & Co. department 
store (1 State St.) were amazed to find 
the return order form stitched in the 
centerfold was for Higbee’s department 
store in Cleveland, Ohio. Mailed trom 
Dayton, Ohio, the catalog looked like 
a syndicated job ... and chances are 
Cleveland recipients got the Carson Pirie 
Scott & Co. form in a Higbee catalog. 
Reminds us of the modern Christmas 
Classic Miracle On 34th Street in which 
Macy’s good-spirited Santa Claus sent 
customers over to Gimbels! 


ead 


OLD, BUT STILL PRODUCING 
is a new booklet from Caterpillar Tract- 
or Co., Peoria, Ill. . . . picturing various 
Cat machines still on the job after 20 
years of steady service. With many testi- 
monials from users, the booklet shows 
heavy machinery buyers proof that Cat 
tractors last longer. Factory-to-consumer 
parts set-up is also emphasized to show 
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BEN FRANKLIN HISTORY: 
ANOTHER UNUSUAL CARD 


Another unusual Christmas card was the «ne shown above 


. from Standard Pressed 


Steel Company, Jenkintown, Pa. Cover of ‘the French-fold grbeting depicted a December 


street scene in colonial Philadelphia showing the first street lamp designed by Benja- 


min Franklin. Inside, the SPS card shows Franklin sitting in a writing chair (which he 


is also credited with inventing) designing the lamp. The message, in old English type, was 


taken from Franklin's autobiography 


tells abcut his idea for the lamp. Beautifully 


illustrated by artist James Reid, the card was the fifth in a series of historical scenes 


SPS has used to convey season's greetings. 


that parts are always available for Cat’s 
older models. This reporter enjoyed 
visiting Caterpillars Ad Department dur 
ing recent trip to Peoria. Big time stuff. 
Will try to have a story on operation 


soon. 


eed 


[} CITY COLLEGE Baruch School of 
Business (N. Y. C.) will offer six one- 
semester advertising workshops this 
Spring. The six workshops will include 
four-hour evening sessions on copy, pro- 
duction sales promotion, publicity-public 
relations, etc. One workshop will be de- 
voted direct mail. The 
courses are professional 


entirely to 
designed for 


advertising people and are also open to 
men and women who plan to enter the 
field. For information, contact the City 
College Commerce Center, 17 Lexington 
Ave., N. Y. C. Registration is on 
February 2, 3 and 4. 


JJ) 


[) PRODUCT OF THE MONTH 
DEPT.: Our supersonic Jet Age, and the 
high-powered cars piloted by high-speed 
drivers zooming through it, has prompted 
American Homecraft Co., 3714 Mil- 
waukee Ave., Chicago 41, Ill. to unveil 
the latest automotive gimmick for people 
in a hurry Wind Silencers! Press 
release tells us that the Wind Silencers 
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here’s a tip from the 
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tul mailers (large and small) ask us for our 
list recommendations before making up 
their test schedules. They know from expe- 
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are “designed by aeronautical engineers 
to reduce wind-roar and noise to a gentle 
whisper.” The silencers might do a swell 
job of quieting down wind pressure at 
high speeds . . . but they probably won’t 
do a thing for the many crashes result- 
ing from people going fast enough to 
need the product in the first place. 


eee 


HOTEL MANAGEMENT will be 
interested in a new booklet by John Pa- 
tafio titled Exploiting Hotel @ Restau- 
rant Sales Promotion With Direct Mail. 
Result of John’s many years’ experience 
in this field. His Ambassador Letter Serv- 
ice Co., 11-13 Stone St., New York 4, 
N.Y., is responsible for some of the 
leading hotel campaigns . . . and John 
has been a frequent speaker at many 
hotel group meetings. The 48-page book- 
let covers many phases of hotel and res- 
taurant management showing how 
direct mail can be applied to each. A 
number of pictures and sample pieces 
show how John does it at Ambassador. 


—_ 
eee 


THAT COUNT-THE-DIAMONDS 
CONTEST being run by Marks Broth- 
ers, Jewelers, 4125 No. Sheridan Rd., 
Peoria, lil. is a good idea . . . but we'll 
bet the 3rd and 4th contest winners will 
kick like the devil. And we don’t blame 
‘em. Marks sent out a self-mailer offer- 
ing four prizes of genuine diamonds to 
recipients who could correctly count the 
number of diamonds printed in a maze 
on the mailer. But the small-print rules 
stipulated: “All 3rd and 4th Prizes must 
be mounted in an article of gold or plati- 
num at a nominal labor charge.” Like so 
many contests, this one costs you money 
to win. It'll be interesting to see how 
many Loreleis fall for that one. 


rT 
eee 
MIMEOSCOPE EXCHANGE is a 
new idea for exchanging stenciled art 
work between mimeograph users. You 
run off 50 or more extra copies of any 
scope work . . . mail 10 or more differ- 
ent pieces to each member on a _ fur- 
nished list. You get back different sam- 
ples. Dues are $3.00. If interested, write 
to Alice Cabral, chairman, at Cabral 
Letter Service, 99 Chauncy St., Boston 
11, Mass. 
—_— 


SECOND EDITION of the Greater 
New York Industrial Directory has just 
been published. Contains 1364 pages list- 
ing 32, 659 manufacturing firms alpha- 
betically by counties. Each listing gives 
name, address, phone, product or service, 


capitalization, plant size, territory cov- 
ered and complete names of all depart- 
mental heads. Directory sells for $40.00 
per copy. Write to G. N. Y.1.D. at 401 
Broadway, New York 13, N. Y. 


eee 
CHRISTMAS CARDS re filled 
with all types of verse . .. but there 


probably wasn’t a more original exchange 
this past yuletide than the one between 
Christmas card producers Atlantic Adver- 
tising, Inc., 24 So. North Carolina Ave., 
Atlantic City, N.J., and an impatient cus- 
tomer inquiring about his shipment of la- 
bels. He wrote AA’s Horace Blitz: “I sent 
my dough a month ago — But where o’ 
where did my labels go?” Horace ans- 
wered: “Thanks for your inquiry as to 
where are your labels. We have thous- 
ands of orders piled on tables. Patience 
is a virtue — that you know. If we can't 
ship soon — we'll return your dough.” 
AA finally got the poet's order off .. . 
and, Horace reports, about 16,000 others 
this year as well. 
— 


SEX OF THE MONTH DEPT.: An 
eye-opening “catalog” from Brevel Prod- 
ucts Corp., (turntables and motion de 
vices), 214 Sullivan St., New York 12, 
N.Y. has as its main feature... a 


model doing an uncensored striptease. 
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Produced by DuFine-Kaufman, Inc. (ad- 
vertising), 103 Park Ave., New York 
17, N.Y., it has the lovely lady doing 
her disrobing in twelve different poses 
while perched on a Brevel Vue-More 
Turntable. Each pose is bound into a 
matchbook format . . . for easy flipping 
through. Catchy captions for each pose 
try to draw attention to Vue-More: “Par- 
don me, I'm just burning with this turn- 
ing, turning!” The piece is bound to 
have a lot of distributors and salesmen 
flipping. While we're on the subject .. . 
get a copy of last month’s Art Director 
@ Studio News and catch that photo- 
grapher’s ad on page 11. Its headline 
mentions soup but the ad really 
takes the cake. 
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INSERTING 
& MAILING 
MACHINE 


Push a button! Inserting & Mailing Machine takes over costly, MAIL MORE, SPEND LESS 
time-consuming mailing preparation. No bored, lackadaisical WITH MECHANIZATION 


hand workers; no robbing other departments to get out routine 


mailings. Your machine gathers up to 8 enclosures, inserts e advertising, sales promotion 
in envelope, seals, meters postage, counts and stacks. It replaces e bills, statements, price lists, 
dozens of clerks, saves floor space, eliminates supervision — remium notices 
often cuts costs by 80%. P “ > _ 

; ; e public relations and publicity 
This new efficiency goes deeper than economy. Your Inserting e stockholder mailings 
& Mailing Machine is always ready to go. You'll find it easy “ 
to reach salesmen, jobbers, retailers, employees, stockholders, © magazines, newspapers, 
subscribers, suppliers; in fact, all the folks you sell or service. reports 
Today these mailings can be important. e catalog and house organs 


WIDER HORIZONS WITH 
MECHANIZED MAILING... 


Use the coupon to receive this 
interesting illustrated booklet. 


See Savings Before You Buy... 






Get the facts. We will prepare a time-cost study, 
showing your present costs and the savings you will ,_rrrttrtrtttttc.. 
make with mechanization. Figures will be left for INSERTING AND MAILING MACHINE CO. 
your review. Just ask for Analysis & Proposal. PHILLIPSBURG, NEW JERSEY 
80 We'd like an ANALYSIS & PROPOSAL 
; relating to our mass mailing operation. 
»O Send us WIDER HORIZONS WITH 
MECHANIZED MAILING. 
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THE 


DECEMBER 30th 


my birthplace 


O* rue outskirts of 
Baltimore, driving to New York, 


| nearly ran down a bedraggled lady 
but more of her later. 

December thirtieth, 1954 . . . the 
newspaper publishers moved in and 
howed they could be the real bosses 
é the Post Ottice Department. On 
Postmaster General Summer 
id succumbed to newspaper pres 
ire and signed the order revoking the 
money-saving Patron Mail regulation. 
oo bad we have to spoil the 
more optimistic Post Office story 


I i 


pag 5 "y adding this report ¢ 
but you probably won't get 


h from any other source 


It might have been better to hold the 
Richardson “Salute” until next month 
in substitute on our cover a picture 
Department build- 
“Branch 


in with i new door piat 


biishe rs 


Chis reporter just accidentally hap 
pened t 1 Washington th week 
of December 6, (attending and 


spc iking it th innual onvention ol 


W riting 


rumors started tlying 


Business Associa 


American 
tion) when th 
that Summertield would capitulate. 
Spent many hours in the Post Office 
Department trying to find out what 


, 
was on ind urging (with 


going , irg 

out success) that a final decision be 
! | I | 

delayed until researches on the advan 


tages and/or disadvantages of patron 


STORY 


Reported by H. H. 


mail could be completed. It didn’t iook 
like good business tactics (promised by 
the PMG) to fall for the 
trumped-up propaganda campaign be 


phony, 


fore the researches (ordered by the 

PMG himself) could be completed. 
Everybody and his brother seemed 

to recognize that the newspaper cam 


against mail, and all 





paign patron 


third class mail, was a carefully 


planned program. The words “junk 
mail” provided the propaganda hook 
with downright lies and deliberate 
auistortions following. 
Even th 
Monitor tell for and 


reputable Christian Science 

reprinted the 

story that “junk mail” costs advertisers 
; 


only l4o¢ for each 8 ounces. Many 


newspaper stories (as previously re 


ported here) definitely gave the im- 
pression that third class mail was being 
carried by the Post Office free of 
charge, or practically free. 

Behind the newspaper stories other 
strings were being pulled. Thousands 
of letters (many of them phony plants 


| 


or stimulated by the untruthful news 


paper campaign) were being sent to 
Congressmen, complaining about the 
mail.” (Actwally 


has only increased about 6% 


direct mail 


floc d ol 
this past 


year.) Congressmen were cornered 
\ 


back home: were shown the news 


paper clippings; and were led to be 
lieve that there was a national hysteria 
} 


against advertising by mail. Many of 


these Congressmen cornered 


Summer 
field and protested about something 
they knew nothing about. 

Another drive was even more suc 
cesstul. By some behind-the-scenes 
maneuvering, housewives (possibly 
mates ot newspaper employees ) were 
induced to save their advertising mail, 
bundle it up and ship to the Post 
master General’s home with letters ot 
closing days of 


reached flood 


protest. During the 


December these tactics 
proportions. 


And the big trouble was . . . th 


4 


Postmaster General wasnt getting 


enough visible or vocal support trom 
the organizations connected with di- 
rect mail and the graphic arts. (Al 
though the PMG knew the Direct Mail 
Advertising Association had “in the 


works” a smashing answer to all the 


attacks. It had taken time to gather 


material after the October Reader's 
Digest story which sparked the nation 
wide newspaper campaign. The 
IDYMAA story, ready for the press, had 
to be killed following the December 
30 ruling.) 

At any rat the went the 


Washington rounds that Mr. Summer 


rumor 


field had been threatened with lack of 
for his new rate bill if 
Some id 


sponsorship 
he continued patron mail. 
visers wanted him to wait and let Con 
gress take the blame for throwing out 


a money-saving operation ... but 
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THE TRUTH ABOUT 
POSTAL REVENUES 


DURING FISCAL 1953: 


Publishers 
paid 58 million dollars to 
the Post Office for hand- 
ling 2,500,000,000 pounds! 
Included were 75,000,000 


(Second Class) 


in-county pounds mailed 
free! 

WHILE 
Direct Mail (Third Class) 


paid 218 million dollars to 
the Post Office for handling 
only 727,000,000 pounds! 


other advisers urged him to beat Con- 
gress to the punch which is why 
he capitulated on December 30, just a 
few days before Congress was sched 
uled to convene. One shrewd and ex- 
perienced lobbyist was right when he 
told this reporier, “Things are decided 
in Washington not on the merits of 
the solution but on _ political ex 
pediency.” 

Evidence had been mounting daily 
that “patron mailings” were definitely 
saving money for the Post Office and 
were proving successful for those who 
learned to use them right (in spite of 
negative newspaper propaganda). We 
have numerous case histories of sav 
ings and loan organizations uncovering 
patron mail 
ings. Department stores were learning 


many new accounts by 
to use them. But the newspaper boys 
howled that they were losing money 
by the competition. So they wanted th« 
competition legislated out of business. 
There’s another Washington rumor 
that a confused Congressman (con 
trolled by a newspaper) will actually 
introduce a bill to eliminate: entirely 
third class mail from the postal struc 
ture. That would be a real fight 
with the Post Office forced into the 
position of admitting that even at 
present rates, third class mail pays its 
own way because it fills the idle time 
work gap of employees necessary to 
handle first and second class mail. 
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WHOSE MAIL IS REALLY BREAKING THE BACKS OF POSTAL 
EMPLOYEES .. . AT A PITTANCE OF ITS ACTUAL COST? 


The newspaper publishers are prob 
ably chuckling at their great victory 
; forcing the Post Office to do their 
bidding. But when the new rate bill 
comes up they will be hard-pressed 
for arguments to prevent a raise in 
second class rates. They nave de 
stroyed, by their dirty tactics, the one 
big chance the Post Oftice had to de- 
crease “deficits,” to save money on 
mail handling. Just as patron mail has 
done in Canada. So what now? 

How can the newspapers answer 
the argument advanced by Harry Ma 
ginnis (executive manager, Associated 
Third Class Mail Users): 

“Since third class mail has been the 
subject of a united attack by the press, 
it might be well to outline some facts 
regarding this category of mail 

“Revenues from third class mail in 
fiscal 1953 were 218 million dollars, 
covering 727 million pounds. This 
in contrast to the 38 million dollars 
re lude ¢ 


paid by second class which 


newspapers, for 2,500,000,000 pounds.” 

Read _ those figures again. Che pub 
lishers paid only 58 million dollars to 
the Post Office to handle 21% 


. while direct mail paid 218 


billion 
pounds . . 


(nearly tour times 


— 


million dollars 


more) for only million pounds. 
Making the picture 


dom revealed fact that more than 75 


worse is the s¢ 


million pounds of newspapers were 


mailed absolutely free (in county) 


Whose mail is breaking the postal car 
riers backs ... at a pittance of its 
actual cost? But who will print those 
figures . except The Reporter? Not 
the newspapers or the general maga 
zines. Even if 2nd class rates were 
increased 


doubled by Congress, the 


revenue would be only a drop in the 
deficit bucket. The publishers howled 
against even a 10% boost. 

We think the newspapers will be in 
further trouble if and when the “little” 
businessmen of the country find out 
the truth about the deal pulled against 
them. The only ones to tell them are 
fellows like Les Gaupp in Pittsburgh, 
Ed Monahan in New 


Curtin in Toledo, Leo Bernheimer, Ir., 


Orleans, Jim 


in Boston and a few other local lette: 
shops and printers who have put up 
hometown fight to coun 
attacks on 
their livelihood. They can now show 


a valiant 


teract unfair newspaper 
their customers that the newspapers 
were so damn scared of direct mail 
competition that they tried to destroy 


° direct mail must be good. 


it. Ergo. . 
This reporter would use those tactics 
if he were back in the business today 


What 


isking for 


next? Calls are coming in 
advice on what can be 
done. The answer is . . very little. 


The organized ettorts§ tor counter 


attack were too late in getting started 
Three months too late. Too many peo- 


ple in direct mail circles were uncer 


15 





MBN 
VAP? 
RETURN 


Yes, Many Happy Returns and 


f PG 


* Many Profitable Returns to you during 






° F 1955. ¥ . 


We do hope that during ‘55 you will 
/ 


include Cupples Personalized enve- 


lopes in your mailing schedules. Your 


j . . 


| doing so will insure both increased 


° { and profitable returns for, you. . 
Our Art Department will welcome 
j an opportunity to submit sketches for 


A ; 


\ dividual mailings. Call or writg today. 


upples 


envelope co.,4ne. * 
* 360 Furmak Street + Brooklyn 1, New York 





. 4 your envelopes, designed for your in- ? 


tain whether they were for or against 
patron mail; whether patron mail 
(mishandled) might hurt other types 

not realizing that if patron mail 
provided a_ profitable Post Office 
operation, it might help to avoid third 


class postal increases. 


Of course, a miracle might happen 
if enough of you talked to your Con 
gressmen and convinced them that 


they ve been deluded by a phony cam 


paign ... or if enough you wired 
PMG Summertield that | was un 
wise in capitulating to an organized 
campaign of untruths to save the skins 
ot the publishers. Demand that the 
Post Ottice publish the real facts about 
patron mail savings. Demand also that 


the expiration date be extended to 


al 
low further study. Ask why, 1t patron 
mali 1s no good, the Post Office con 
tinues the rural patron ul. We all 
face a bitter and knockdown fight on 


the whole postal rate situation. An 


you won't be able to believe much of 
what you hear or read. 

Driving back fro Washington a 
few hours after I saw the official re 
lease announcing that patron mail was 
being discontinued as of March 31, 


1955, “because the results had not sat 
isfactorily met the objectives .. . of 
reducing the huge losses of handling 
third class mail” (bunk) ... I turned 
on the radio and heard the first news- 
cast. A jolly voiced announcer (read 
ing a press report) said “Postmaster 
General Summerfield today gave the 
housewives of America a welcome New 
Year's gift. No longer will their mail 
boxes be cluttered with junk mail.” 


Etc., etc., ad nauseam. 


WATCH OUT! Don't hit that lady 
along the road in tattered, dirty clothes! 
Who is she? Oh, that’s Truth running 
way trom Washington liter getting 
raped by The Pre Her daughter, 


| 


Time, will have to find the answers. 


IF ANY READERS OF THE RE- 
PORTER WISH TO REPRODUCE 
THIS REPORT TO SEND TO 
CONGRESSMEN OR OTHER IN- 
TERESTED PARTIES PLEASE 
FEEL FREE TO REPRODUCE 
WITHOUT FURTHER PERMIS- 
SION AND WITHOUT CONSID- 
ERATION OF OUR COPYRIGHT 
NOTICE. 
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“Reed-able Copy” 


A New Monthly Copy Clinic 


Conducted by 
Orville (Bus) Reed 


Reporter's Note: We promised last month (see December 1954 Cover 
and page 3 story) to start a C-O-P-Y Clinic first of year. Here is 
first installment. No introduction of conductor necessary as we 
covered his background history thoroughly in December. 

This may turn out to be a controversial department. If you send 


N Y NECK is way out to here. But I’ve had a feeling 
for a long time that the direct mail business needs 
some of the things I'm trying to do in this space. And I'm 
perfectly willing to run the chance of getting my head 
chopped off. The end (mine) seems to be justified by the 
help I might give those who write direct mail and mail order 
copy. 

As you know, almost everything about direct mail is 
discussed quite generally with the exception of one sub 
ject COPY. Oh, I know, direct mail and mail ordet 
letters are reproduced in many publications with accom 
panying comments to the effect that they're “good” or 
‘poor.” At every convention you attend, somebody is sure 
to hold up a letter and say: “This letter pulled 10% re 
turns.” 

You can get a lot of information about WHAT to do in 
the way of copy, but precious little about HOW to do it. 

What I'll try to do here is give you ideas you can run 
through your own typewriter to make your copy more ef- 
fective. 

I'll quote a lot of copy, try to analyze it, and suggest 
ways to improve it. My only yardstick will be “Is it con- 
vincing, and does it make the prospect WANT what's be 
ing offered?” 

You won't find here any details of tests. You won't find 
any discussion of format. Nor will you find information 
about mailing lists, mailing dates, printing processes, as 
fascinating as those subjects are. The entire department 
will be devoted to a discussion of copy and how to write it 
etfectively. 

Now that I've told you what this department is not going 


to do, let's start out and show you what it is going to try 


to do. 


Are You Throwing Up Barriers? 


ANY direct mail advertisers seem to go out of their 
way to make it hard for a prospect to inquire or buy. 

I have before me a very good letter which does an ex 
cellent job of enumerating the “general benefits” of a prod- 
uct. But, in the fina’ aragraph this letter throws up a 


barrier by requesting ti . the reader ask to be sold. 
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us copy for analysis or criticism be sure to state whether your name 
can be used. If in doubt . . . we will try to avoid mentioning names 
whenever the criticism is negative. 

Send your questions or copy to The Reporter direct, or to 
Orville Reed at 106 N. State Street, Howell, Michigan. 


This last paragraph reads: “Write us today! With no 
chligation on your part, we'll be happy to send you full 
information, together with the name of our nearest sales 
and service office.” 

What we can’t understand is why they don’t send this 
“full information” in this letter. Instead of asking me to go 
to the time, trouble and expense of writing them a letter 
why not include “the name of our nearest sales and service 
office.” 

The letter adds a further burden in a postscript which 
reads: “When you write, be sure to ask for our free simpli 
fied analysis sheet that will permit you to see for yourself 
just how much the (product) will mean to you in time and 
dollar savings.” They're giving me too much to do. I’m too 
busy to enter into protracted correspondence trying to get 
enough information to find out where and how I can buy 
this product. 

Wouldn't it have been better to send me the anlaysis 
sheet and have the letter read something like this: “The 
attached analysis sheet shows you how to speed up produc 
tion and cut costs. It explains how you can get out more 
work at less cost when you use the (product). Look it ove 
carefully. It could mean many extra profit dollars for you. 
If we have left any of your questions unanswered, just pick 
up your phone, call (telephone number), and Mr. Jones, 
our branch manager at (address) will be glad to answe) 
your questions.” 


Don’t “Brush off” Inquiries 


HEN it comes to answering inquiries it is very dan 
gerous to judge the worth of such inquiries hastily. 
Recently I wrote a radio station asking for copy of a 
survey they had publicized widely. The letter I got back 
read: “Due to the high cost of publishing this (name of 
survey) we are forced to limit our distribution to adver- 
tisers and/o: advertising agencies. If you fall into any such 
category, | would appreciate hearing from you explaining 
the situatior.” 

Here’s a radio station with a survey they use to give 
prospective advertisers reasons why they should buy their 
time. But when they get an inquiry they ask the inquirer 
to qualify in order to put himself in a position to be sold. 
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How much better it would 


been 


ur interest 
divided 


extent 


have 
had this letter read something 


When my inquiry for this 
was received, the fellow answering the 
wasn't a 


my 


survey 


hgured | 
prospect for time because 
letterhead lets it be known I’m in the 
mail business. That’s true. I’m 
But | 
a client who plans to do some 


ind 


inquiry probably 


radio 


direct 


not a prospect for radio time. 
have 
radio advertising I'm collecting 
information for him to use in basing 


his dex is10nNn. 


Don’t Worship Brevity 


Y Ol 
man read a long letter.” 


That's the many half-truths 
that have grown up in direct mail. 


hear it every day—“A_ busy 


won t 


one ol 


HERE’S HOW SCRIPTOMATIC HELPS A MAIL ORDER COMPANY 


ec untomatic Can Help You, Too 
.+.to get flexibility and low cost in your address masters. 


A mail order house with 810,000 active 
customers and $7 million annual volume 
installed the Scriptomatic system to gain 
substantial benefits not obtainable by 
any other means. 

In one brief writing operation, using 
Standard Register continuous forms on 
electric typewriters, they create both a 
Scriptomatic addressing machine master 
and a separate set or sets of shipping 
papers. Since the master is an inexpen- 


coop 
order—entry form 
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sive by-product of the typing operation 
they simply discard it when a new order 
comes in from the customer. These card 
checking problems 
and improve accounting and catalog 
mailing procedures. They are housed 
in one fifth the space required by former 
address masters. Most important, in 15 
minutes after mail is opened a proc- 
essed order can be in the hands of 
the “pickers.” 


masters minimize 


Scriptomatic Address Master 
P notched for purging inactive accounts 


3,240,000 catalogs mailed annually 


2 Continuous marginally punched 
a forms permit accurate regis- 
tration and high speed typing 
(2000 per day). 


Complete description of 
items purchased 


7 part set includes 
shipping papers 


Write for actual case studies and descriptive material. Discover now, 


at no obligation, if Scriptomatic can 


improve your specific procedures. 


SCRIPTOMATIC INC. 
300-316 North lith Street, 


= w2tomatic_ 


Philadelphia 7, Pa. 


Whether a busy man will or will not 


read your strictly up to you, 


the copywriter. If it’s interesting, if it 


copy 1S 


deftly leads his mind, sentence by sen 
tence, through the copy, showing him 
at every turn what self-b-nefhit he can 
get out of what you offer, he'll read 
what you have to say. 

For instance, here's a postscript on a 
letter sent out by a department store 
“Free parking for customers.” That's 
only 4 words. How much better to use 
17 words, such as: “Drive to our park 
lot. An attendant will park your 


We pay the bill 


ing 
car for 


The first postscript states a fact. The 


you. 
includes some 
It sells the 
trou 


suggested revised P.S. 
“sell” with the 
idea of “convenience” 
ble.” And instead of the over-worked 
word FREE, “We pay the bill says, in 
maintain 


willing to 


statement. 


and “no 


effect, “It costs us money to 
this parking lot. But we're 
your parking because your 


pay for 


trade is so important to us.” 


Don’t Get Carried Away About YOU 


N! )W here’s a “don't.” Don't get 
so enthusiastic about your prod- 
uct how it is made, its ruggedness, 
its beauty—that you forget to tell the 
prospect the one 
terested in. Keep this anecdote 
to your typewriter: 

An old lady went into a store and told 
the salesman she wanted to buy a stove. 
Then she listened meekly and patiently to his 
sales chatter; heard about non-corroding bolts 
and patented insulation and the thick gauge 
of the metal. and about tricky gadgets and 
combustion chambers. When the salesman 
stopped to get his breath she still waited 
with patient expectancy. So the salesman 
asked her: “I've told you everything. Is 
there anything else you'd like to know?” 

“Yes, sir,” she said. “Will it keep two 
old ladies warm?” 


thing he’s most in 


C lose 


” 


The Long and Short of it 


yi O demonstrate how dangerous it is 
to generalize w hen talking about 
copy, here’s a well-known, oft-printed 
classic in the advertising business 

Once upon a time there was a young man 
trying to write a piece of copy describing a 
new kind of soap. Here's what he wrote 
“The alkaline element and vegetable fats in 
this product are blended in such a way as 
to secure the highest quality of saponifica- 
tion, along with a specific gravity that keeps 
it on top of the water, relieving the bather 
of the trouble and annoyance of fishing 
around for it at the bottom of the tub during 
his ablutions.” A more experienced writer 
later said the thing in two words 
“tt floats.” 

In the case of the department store's 


same 


free parking postscript, 17 words do a 
better job than 4 words. In the case of 
the soap description, two words told 


the 58 words. 


story much better than 
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IMPRESSIVE FOR IMPRESSIONS 


What more do you want in a du- 
plicating paper than trouble free 
performance and clear sharp im- 
pressions? 

And what less should you put 
up with? The answers — nothing 
more, nothing less! If you get 
smudgy, wrinkled or indistinct 
copy, here’s the right answer. Try 
Eastern papers because they are 
especially designed for office du- 
plicating machine work. The spe- 
cial surfacing and sizing for each 
process the scientifically con- 
trolled moisture content and the 


precision trimmed edges assure 
clean copy, clear copy every time. 

For improved impressions and 
faster-running performance try 
one of these Eastern office papers. 

Atlantic Bond, Atlantic Du- 
plicator, Atlantic Mimeo Bond, 
Atlantic Opaque, Manifest Bond, 
Manifest Mimeo Bond, Manifest 
Duplicator. 

For sample sheets or packets 
ask your local Eastern paper mer- 
chant or write Eastern Corpora- 
tion, Bangor, Maine. 








Ad 


eastTeen 


ATLANTIC BOND [AWWtss PAPER 


MADE BY EASTERN CORPORATION - BANGOR, MAINE 

















Techniques 


VS. 


Copy 





Reporter's Note: Here is a slightly contro. 
versial answer to Bus Reed's challenge for 
DMAA program committees. What does Main 
Street want or need? Direct Mail con- 
sultant M_ A. Pollen, 30 West 15th St., New 
York 11, N. Y. gives us his ideas. And they 
are worth reading and remembering. Mr. 
Pollen has been teaching direct mail 10 stu. 
dent classe: for years currently at 
Hunter College in N.Y. Next semester starts 
Feb. 10 — 6:50 p.m. to 8:30 p.m. each Thurs. 


evening 





Orville Reed has raised his voice 
igainst the empty words that fill the 
air at direct mail conventions. For this 
he deserves Spec ial praise. 

leaders 


Mr. Reed wants the panel 


to get down to business, and share 
with the Main Street boys all the tricks 
in the mail order “trade. 

And there are many helpful tricks, 


or techniques to learn in our tield 
Most of them deal with lists, formats 
mailing schedules, sources of supply, 
duplicating machines, premiums, spe 
cial offers, closing strategies, and with 
the physical structure of the letter it- 
self 

But, alas, there are absolutely no 
tricks to the actual wording ot a letter. 


There 


which of any 10 words to use in a 


is no technique that tells you 
short sentence There is no tormula, 
no easy way to make a fellow read 
that sentence, even if you ofter him 
the world on a silver platter. 

It matters little whether this offer 
is put into the first or second para 
graph. The otter may stull be less in- 
spiring to read than a laundry list 
You can print the third paragraph in 
red but the words themselves may 
be dull-grey ... You can indent the 
fourth paragraph, and still fail to put 
a dent in the prospect s mind... You 
can pull the entire letter apart, like 


the petals of a flower and miss the 


“scent” of a potential sale! 


What I'm trying to say is that letter 


By M. A. Pollen 








writing is an art, and not a technique 
not a mere skill of juggling and ar 
. All 


‘how-to’s” in the 


ranging words or paragraphs 
the techniques and 
world will never make a sales message 
come to lite without 
Such copy 1s the monopoly of one hu 


inspired copy. 


man being who has a nice feeling tor 
words, for people, and tor the product 
itself. 

And you can no rore transfer that 
nice feeling to several hundred DMAA 
members at a meeting than you can 
jump over the moon! . Copywriting 
is a solitary act of faith; it is a slow, 
painful effort to talk to people who 
want to slam the door in your face! 


What CAN You Share? 


To keep the door at least partly 
open, one can profitably resort to the 
101 devices that Mr. Reed its so znxious 
to share with all the mail users i. the 
country. 

But a sales writer can never share 
with any living soul his nimble wit, 
his facility with words, his enthusiasm 
with the product or service, his cultural 
background, his understanding of 


human needs and desires, his mis 


instinct, and his common 


When a 
these qualities ol 
can throw the book of tricks right out 


siona;©ry 


copywriter possesses 


sense. 
heart and mind, he 


of the window and still do a won 
derful selling job on paper. 

However, the best direct mail cOpy 
in the world is written only to legiti 
mate and select groups of prospects. 
From each group the writer can draw 
some sort of mental picture of the aver- 
safely 


age reader, and can inject a 


friendly, personal tone into his message. 


The tone will never be phony if the 
copy man actually identifies himselt 
with the needs of his prospect .. . it 
he actually pictures the reader as a 
living soul as an identity, and not 
as a stencil. 


This faculty of putting yourself in 


the reader’s shoes is the one urgent 
“must” in all selling copy and 
supersedes every gadget and device 
that can easily be employed by all the 


competitive users of the mail. 


The Basic Question 


All of which finally leads up to the 
basic question:- Can direct mail be 
used effectively as a mass medium? It 
is a question that directly ties in with 
short cuts, 


the modern craving for 


formulas, and “how-to's” in mail sell 


ing. 

It would seem that the bigger your 
list is the less appealing is your 
copy, and the more obliged you are to 
lean on the 57 varieties of techniques 
to bring in a tiny percentage of orders. 


Now, a 1% 


enough to a publisher whose mind is 


return may be good 


on advertising space sales, or on sub 
scription renewals. In this case, the 
publisher uses the mail as an expend 
able medium. But the same 1% re 
turn tails to impress the 98° of the 
country’s executives who are of in 
the mail erder business, and who gain 
an entirely wrong impression ef the 
power of direct mail as a sales promo 


tion tool. 


How To Kill the “Junk” Attitude 


This explains why so many leaders 
in the commercial and industrial field 
still look at direct mail as “junk,” as 
a nuisance to be tolerated or con- 
Such 


on sheer ignorance of what a well-writ 


doned an attitude is based 
ten, pertinent, and warm-hearted sales 
message can accomplish for the aver 
age firm that is engaged in the regular 
channels of trade. 

Such firms have no earthly use for 
rented names, or “sucker” lists, or even 
“patron” names. They solicit legitimate 
and honest-to-God prospects, and yet 
fail to supplement expensive shoe 
leather with cheap postage. To be sure 
the list brokers would starve to death 
trying to cultivate these bakers and 
candlestick makers these “babes in 
the woods.” But for the DMAA it is a 
heaven-sent opportunity to triple their 
membership by doing a little mis- 


do is 


sionary work. All they need t 
open the eyes of tens of thousands of 
bankers, brokers, jobbers, manufactur 
ers, and store keepers to the benetits 
of direct mail as an indispensable tool 
in running a business. 

It is these Main Street folks who 
have to be initiated into the “mysteries” 
ot mail promowuon. They are the ones 
who need to learn the ABC of good let 
ter writing more urgently than they 
need the professional techniques used 


by mass mail users. 
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ata new 
low price 
save up to 
m4 ol om ol 1a ol t- hi 


anew 
pre-sensitized 
aluminum 
lithograph 


A.B. DICK 
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10x15 PINBAR 












Made of grainless aluminum to insure 
dimensiona! stability and top-quality reproductions 
of halftones, solids or line work. 


















@ simple, fast processing—after exposure, 
plate need only be desensitized for shorter 
runs. An additional, easy, lacquering 
operation readies it for longer runs. 


@® produces up to 5000 copies 
@ does not curl in filing 


@ has extremely wide operating latitude in 
processing and on the press ‘ 


@ developed* and manufactured entirely by 
A. B. Dick Company—100 per cent inspection 
insures consistent performance 


de @ complete operating instructions with each 
package of plates 
AND—at a NEW LOW PRICE—that saves you 
as much as 25c per plate— 


For more information call your A. B. Dick Company 
distributor. You will find him listed under Duplicating Machines 
in the classified section of your phone book. 
Or, mail coupon below. 


A:B DICK 


THE FIRST NAME IN DUPLICATING 






A. B. DICK COMPANY R-155 
5700 Touhy Avenue 
Chicago 31, Illinois 


Without obligation send information about your new pre- 
sensitized aluminum lithograph plate. 


" Name a Position = 
Organization 
Address 
a State 


A. B. DICK sad i ; ie & registered trademark of A. B. Dick Company 
*patent applied for 
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END-OF-THE-YEAR 


THIS & THAT 


ROUND-UP-OF 


®@ The 
testimonial dinner to Ray Strawbridge 
on November 30 . . . in recognition 


3oston folks gave a surprise 


of his hard work as steering commiuttee 
the Direct Mail Advertis 
ing Association convention. This re 
porter, accompanied by Kitty, Stew 
(DMAA) and Ed Mayer, at 


ind enjoyed every minute of 


chairman for 


Jurist 
tended 
the reunion, even if we did get some 


digs about the “convention report. 


eA 
Illinois, was also enjoyed by this re- 
porter. Alma Wilson, Flavel Shurtlett 
ind others put on a big publicity drive 
for Direct Mail Day on December 6 
and oversold the Pere Marquette main 
hulla- 


, ' 
flying-speaking trip to Peoria, 


ballroom. Quite a successful 
oo. The Peoria Ad Club gets top 


billing in our record book. Wonderful 


treatment for speakers, trom time ot 


arrival to last minute of departure. 
Nothing missing. Certain other adver 
clubs could well follow the 


tising 


Peoria technique. 


® On the way back home stopped for 
a day at the Morrison in Chicago 

to “case the joint” in anticipation of 
the September 1955 Direct Mail Ad- 
verlising (Association convention. Along 
with Mary 
Greenlaw, visited with Roy Powell and 
Miss Hart of the 
samples of most of the 


Lou Groves and Peggy 


convention sales 
ottice. Saw 
suites (beautiful) and went over the 
layout for the exhibit hall and the 
meeting rooms (all on one floor). We 
think the setup is just right and there 


24 


shouldn't be any repetition of some of 
the “obstacles” which existed in the 
past. 

For those who want suites or special 
accommodations, we suggest that you 
Powell or Miss Hart 
convention committees, 


Abbott 


functioning 


write to Mr. 
quickly. The 
headed by Charlie Downs ot 
Laboratories, are already 
and laying big plans to give you a 
profitable and pleasurable time next 


@ Enjoyed reading a good article about 
direct mail in the December 1954 1s- 
sue of The National Sat ings and Loan 
Written by Ferd Nauheim, 
direct mail consultant, located in the 
Woodward Building, Washington 5, 


D. C. Well worth reading. You might 


Journal 


get a copy by writing to Ferd, or by 
National Savings 
907 Ring Building, 


Washington 


sending 40¢ to the 
and Loan League, 
18th & M Sts.. N. W., 
6. D. ¢ 


® Glad to correct an accidental omis 
sion in our listing of the members of 
Jess Roberts’ Code of Ethics Commit 
tee (November Reporter). For some 
reason the last line got lost. It should 
have contained the name of Whitt N. 
Schultz, Public Relations Dept., Illinois 
Bell Telephone Co., 208 W. Washing 
ton St., Chicago 6, IIl. 


@ Every once in a while someone 
wants to know the address of the 
British Direct Mail 


ciation. Even though we have printed 


Advertising Asso- 


it before, here it is again. The secre- 


i 
tarys name is: Laurence Springett. 
The address is: 53 Victoria St., Lon 


don, S. W. 1, England. 


@ December is getting to be a frantic 
month 1 month of nearly daily 
crises. In 1953 we had the period 
of newspaper exposures and legislative 
hearings concerning the charity rack 
ets. The year before it was something 
else. December 1954 saw the hysteria 
on the part ol the ne Wspapers against 
direct mail reach its peak (see Decem 


ber issue, page 17, for most of the 
story). Behind the scenes there were 
many meetings and long-distance 
phone calls. The direct mail fraternity 
finally got going. But 


page 14 for the final shows 


® Our congratuations go to Ed. Mona 
han of Monahan Bros., 339 Carondelet 
St.. New Orleans 12, Louisiana, for 


being the first to get his rebuttal 
against local attacks into the mails. H« 
businessmen 


tlooded New Orleans 


with open letters to the publishers of 
the three New Orleans papers. Excel 
lent arguments presented in a digni- 
fied way. 

Ed. also mailed a special bulletin en- 


you on Mr. 


Postman?” to the home of every letter 


titled, “Whose side are 

carrier in the area. It gave all the rea 
sons why the carriers should not op 
pose a plan which might help to de 


] 


crease the postal deficit; and why the 


postal carriers should not assist in any 
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attack on third class mail, the income 


trom which helps to pay their salaries. 


@® The Mail Advertising Service Asso 


ciation of Detroit mailed a special 


bulletin to all of their members on 
December 20, asking for concerted 


action in combating the newspaper 
campaign against third class mail. The 
bulletin listed the four major untruths 
publishing 


which the newspapers are 


and the counteracting answers. En 


closed with this bulletin was a com 


plete set of the material issued by 
member 1. Monahan _ of New 


Orleans. 


@ The Direct Mail Advertising Asso 
ciation Board, on December 10, unant- 
] 


mously approved a plan to combat the 


negative newspaper publicity. 
As we said before, makes no dit 
ference whether you are personally tor 


Patron Mail. The 


papers have simply used that -phase ot 


or against news 


the postal service as the basis for a 


combined attack on 


® Oh, my! Some newspapers are re 
attack on direct 
mail originated by the late Arthur 
Brisbane. The Newburgh (N.Y.) News 
recently ran a display house ad blocked 


viving that ancient 


into the space just the size of a govern 


ment postal card. It attempted to 
prove that “this much space on a postal 
card sent to the 17,000 subscribers of 
the Newburgh News would cost $545, 
whereas the same amount of space in 
the Newburgh News would cost only 


$20.70.” 
paper ad 


The punch line: “The news 


reaches the reader the 


postal card generally reaches the waste 
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basket!” That is the silliest argument 
in the whole world of advertising 
confusion. The designer of such an 
advertisement is taking about two 
entirely unrelated things. 


@ Behind the scenes there has 
been a lot of discussion of how much 
harm the campaign has 
actually localities, 
we got the news that stories in the 
Press hurt the printing and lettershop 
temporarily. Other 


newspaper 


done. From some 


business at least 


indicated that large mailers 


Ww ith 


stories 


were being deluged returned 
pieces marked “refused.” But we have 
been checking all over the map and 
cannot report anything definite, or at 


least not anything pessimistic. 


A number of mail order gift sellers 
say the 1954 season was way ahead of 
1953. List brokers have told us that 
bookings for January list rentals were 
the biggest in history. So the big mail 
ers must not be too much afraid of 
the “big, bad wolf.” On the other 
hand, we have had reports from local 
mailers, such as consumer finance and 
savings and loan concerns, saying that 
the newspaper publicity definitely de 
creased returns from patron type mail- 
ings. We will have to sit back 


wait and see. 


@ Also behind the scenes during De 
cember . . . a lot of confusion about 
the new Post Office ruling requiring 
third class mail users to place inside 
permit indicia the words “bulk rate.” 
This to take the 
“P. L. & R. 34.66,” 


account of the revised Postal Manual. 


place of the old 
now out of date on 


Many mailers objected to this wording 
which seems to have a bad connota- 
tion. Perhaps they are sensitive because 
ol the 
“ | Ne L. . : f 

yUNK mall. I nvelope manutacturers 


newspaper campaign against 
and printers were deluged with pro 
tests. So was the Post Office Depart 
ment. Finally, after weeks of negotia 
tion, the Post 


Office Department 


agreed, on December 21, to delay in 
definitely (but temporarily) the effective 
date of the new regulation. Both the 
DMAA and Reporter offices contacted 


large users and other associations with 


news that old permit plates could be 


continued. All old stock could be 


used up. 


In the meantime, the Post Office 
has asked for suggestions on a sub 
stitute for the “bulk rate” 
you have any ideas, shoot them along 


wording. It 


to Postmaster General Summerfield. 


Our first suggestion was don't 
have anything appear in the permit 


indicia except the permit number. But 


the Post Office wants to differentiate 
between third class bulk, book rate, 
catalog rate, non-profit organization 
rate, etc. So the simple solution to us 
would be . . . let third class mailers 
put the initials “BR” after the permit 
number. That identify 
piece to postal employees. The public 
doesn’t need to know what rate is used. 


would each 


@ We were glad to see our old friend, 
Karl M. Wehinger, get some deserved 
recognition, At the Los Angeles con 
vention of the National Employment 
Board, Karl was given the top 195+ 
memorial award for distinguished serv 
ice to the employment agencies of 
(America. And was given first place 
excellence in advertising 
and printing. Karl is 
Wehinger Service (employment con 
sultants), 180 Broadway, New York, 
N. Y. His monthly bulletins and other 
promotions 


for overall 


president of 


mentioned at 
various times in The Reporter and his 
outstanding direct mail campaigns have 
won NEB awards both in 1952 and 


1953. He has learned a lot about good 


have been 


advertising in his more than a quarter 
century in business. He is generous in 
sharing his knowledge with others. 


Karl Wehinger (left) receives award from 

Rodney Quinby, N.E.B. Pres. 
e Might as well yet this off my chest. 
Christmas, 1954, is over and it ts 
a relief. During the height of advance 
ballyhoo some columnist (can’t remem- 
ber his name) defined a hick town as 
a place where they don’t bring out the 
Christmas decorations or sing carols 
Maybe that is 
what Christmas needs . o revert 


until Christmas Eve. 


to the customs of the old hick town. 


| can remember Chambersburg where 
a Christmas tre« 
Christmas Eve at the Falling 
Spring Church. And the first carols 


none of us kids saw 
until 
were sung that evening. Always a 
fresh, awe inspiring breathless occasion 
Chis year we were inclined to agree 
with George S. Kaufman. 


radio and local 


Television, 
loudspeaker promo 
tions with incessant repetition have just 
about destroyed the meaning of Silent 
Vight and Little 


Or am I just getting old and grouchy? 


Town of Bethlehem 
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AN AUDIENCE 
ANSWERS THE PANEL 


How much can you afford to pay 
ior in order? 


If you were in Ben Franklin Hal 
of the New York Advertising Club 
on the night of December 7th, you 
vould have heard Arthur Martin Karl, 

resident of Names Unlimited, ask 
that question. As moderator, he asked 
it to tee off another of his mail order 
Ext nsion | ible sessions. 

He wanted an answer from panel 
expert \. Gardner ( McGraw 
Hill Publishing Co.; A n Robinson. 
Research Institute of America: Lloyd 
Wood, National Wildlife Federation: 
Max Sackheim, Maxwell Sackheim 
Advertising: James Connell. Kiplinger 
Washington Agency: and Alan Devoe, 
Popular Mech: magazine. 





Llovd Wood started the ball rolling 
by pointing out some of the special 


problems his federation has in their 
fund-raising-with-stamps operation 


then startled both panel and audience 


by announcing that in spite of prob 
" 
' 


lems, the federation has averaged 


6A mailing return. 


Gardner Gibbs picked it up and 
explained how McGraw-Hill handles 
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no insight to concrete 
Mechanics circulation is purposely held 


istribution costs, 


' 
said the question was a touchy subject 


in addition to PM. 





voiced his opinion 


nt should be quick 


iny important recomme 


sitting in on the panel 


QUESTION: 


How much 
can you 
afford to 
pay for 


an order? 


guest “listener”) drew a laugh when 
he called Robinson on this point. He 
wanted to know why _ Robinson 
thought like that when his company, 
Research Institute, made quite a profit 
by selling departmental cost studies. 

Quick-witted Robinson probably had 
a good inswer .. . but the spotlight 
turned on Max Sackheim who told the 
audience he thought it was foolish for 
anyone to go into a mail order busi 
ness of any type without first know 
ing what their orders will cost them. 
It's basic, he opined, to know how 
much it costs you to do business 
in any business. 

The 1udience looked puzzled when 
Jim Connell tried to explain to 
Arthur Karl what Connell called his 
sales curve’. But they weren't puzzled 
long, as opinions trom the floor started 
popping. One audience member made 
the flat statement he knew one thing 
about costs . . . that his orders were 
costing him too damn much and 
he didn’t know what to do about it. 


It was evident from there on out 


that there were many experts in the 


vudience ... eager to pursue the sub- 


ject and help the gentleman out. Some 
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of the opinions roamed 


away trom 
the original question of the evening... 
but all the theories were provocative 
and informative. 

One audience member divulged 
some “inside stuff’ on how his or- 
ganization measured its results and 
planned their mailings cost-wise ; 
even after he'd been cautioned by Mr. 
Karl that one of his competitors was 
sitting close by. The competitor re 
turned the compliment by saying he 
didn’t believe the first gentleman was 
really a competitor. To prove it, he 


how his own 


went into detail about 
company does it. 

Moderator Karl spotted Tom Myc 
Elroy of Catholic Digest magazine 
sitting in the rear of the room. “Sup 
pose you tell us your opinion on this, 
Tom?” asked Mr. Karl. 

“What is my opinion?” answered 
Mr. McElroy, getting to his feet. “I 
just think,” he said, “that regardless of 
all this talk about whether we 
should address a letter with ‘Dear 
Customer’ or ‘Dear Sir’ . . . and how 
much we can afford to pay for an 
order .. . we're still going to make a 
proht. If our companies weren’t mak 
ing a profit, we wouldn't have a job 
or be here. He told about the formu 
las which direct mail old-timers estab- 
lished years ago which are now the 
guide posts of today . . many of 
them outdated, but still followed. He 
talked about the relationships between 
magazines which carry advertising and 
those which do not and are completely 
dependent upon circulation revenue 
(the Catholic Digest, with a circula- 
tion in excess of 700,000 has just re- 
cently accepted advertising for the 
first time). 

The original question dovetailed in 


to varied 


book < lubs. 


opinions trom fund raisers. 
gift houses and representa 
tives trom other mail order businesses. 
They all seemed to have different 


problems in determining how much 
they should spen 1 to get an order. The 
question of multiple products was aired. 


Edith Walker said that her Book of 
The Month Club is long what they 


did 30 years age selling phono 
graph records and other items. It’s 
ali relative to sales costs .. how 
much can you afford to pav for an 
order? 

But no one olunteered the con 
crete statement: “I can afford to pay 
$4.36 for each order.” If you were in 


Ben Franklin Hall that night. maybe 
you could have said it. Or maybe you 
couldn't. It’s a broad subject which the 
experts have proved h is many ramifica 
tions . . not so easy to answer, but 


interesting to study 
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HERE are three outstanding reasons you can count on 


Hammermill Cover to “get them inside 


FIRST it has striking appearance. Hammermill Cover comes 


] ] 


in 11 attention-getting colors, plus a sparkling clear white. 
lly selected to complement inks. Ham- 


Colors were scientifical 
mermill Cover’s high bulk for weight results in a rich, sub- 
stantial feel. And you have a selection of four pleasing finishes: 


Antique, Ripple, Brushmark and Morocco. 
THEN THERE’S its superior printability. Hammermill Cover’s 


uniformly resilient printing surface takes letterpress or offset 
printing well in all finishes. And it prints rapidly, improves 
the appearance of line cuts, solids, ornaments, type. Antique 
and Ripple finishes are exceptionally like-sided for “work and 
turn” printing. 


] 


FINALLY, there’s Hammermill Cover’s rugged durability. 
Made from strong, blended fibers, its sturdy construction 
shrugs off tough use. Yet, it’s pliable, takes folding and 


creasing easily, without cracking. 






} bt busine | ; » Hammermill paper 
ta 1 P . 
e , é the Guild q i ind (FuawMERng, SY 
r printer soon. Meanwi nd you the Kit of \\ @uma } 
pavers / 
, bu é 4 ” Paper Company, 
J I fa Lak R fy initia a 


TT? A) AMMERAg costs no more 
vet Wcoven <°™* 


BY THE MAKERS OF } \ LL BOND 


UNSURPASSED FOR: CATALOGS + BOOKLETS - MENUS + PRICE LISTS + FOLDERS + BROADSIDES - MANUALS 








getting 

leads 

for 

salesmen 

one of your headaches? 


Then you'll want to get the facts on our kind 


of Sales Letter—with the built-in reply card 


You'll be joining a mighty impressive list of 
blue chips, too, who've learned that the 
built-in reply card boosts responses 


lowers selling costs! 


One-stop service for creative printing 
and mailing saves your time—keeps you busy 


planning instead of just picking up loose ends 


Why not send now for more information and 


samples of recent successful promotions? 
ieee a eted 


148 W. 23rd St., New York 11 











Telephone WAtkins 99-6028 





Over 1,000 
Shop Owners 
Know 


an aid in the 


reation and production 
f direct mail, MASA 
nternational is 
nvaluable 

nm these 1,000 
sive commercial 


progres 


juplicators in promoting 
your industry. 

A letter now will 

bring you a full 
fescription of 


membership services 
Write 


MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35, Michigan 


Direct Mail For 
Non-Profit Organizations 


We ve ust 
talk given by 


read manuscript of a 
Bernard N., 
Executive Vice President, B. L. Mazel, 
Inc., 7 East 44th St.. New York 17, 
N. Y. before the Fourth National Con- 
Adult Asso- 
It is too long for the limited 


Rpeorte 


Craven, 


ference of the Education 
ciation 
space ol The but those 
interested might be able to get the full 
text from Mr. Craven or the Associa 
tion.* [It is filled with basic direct mail 
fundamentals and covers a_ subject 
which has not had adequate coverage, 
the problems of getting and keeping 


Many 


\ssociation secretaries and officers need 


memberships, raising money, etc. 


this sort of training. 


With modern business and education 


be oming more Association conscious, 


maybe we need a special Association 
DMAA 
trons or a training course ol 
kind. Mr. Craven 


one to conduct it. 


promotion panel at conven 
some 


would be a good 


Among some of the valuable points 
Adult Education Asso 


ciation were these Promotion which is 


designed te get 


stressed to the 
direct response, in 
action or orders, must do three special 
things (1) Give your prospect a 


Give 


fon for da ting or buying nou 


; 


> 
reason for acting (2) 


bene 


p? oduct 


ul orth more to him 


Convince him that the 


ll derive from your 


ili De 


retention of the trnount of 


lime invoit ed 


formula . . . but always im 


portant. 


How can these principles be applied 


to the promotion of an organization? 
The heart of the problem is in these 
First, the 


and identification of the logical audi 


two things basic selection 


ence. Second, developing the appeal or 


package best calculated to represent the 
organization and turn its appeal into 


results whether in 


memberships, 


enrollments, contributions or what 
? 


nave you 


* Adult Education Association 


Wabash Ave., Chicago, Ill 


On point one, Mr. Cr: 


extraordinary examples of how 


ven gave some 
Asso 


clations can S€ irch tor and find new 


membership sources. On point two 


above, he elaborated: “To my mind, 


the factor oft over-riding importance 1S 


the coordinated effort that fully inte- 


yrates the purpose ot the promotion 


with the character of the organization 


This kind of integrated approach 
which by the way is also most pro 
demands one 


ductive over-riding 


idea (containing all you want to ac 


complish or convey) and every ele 


ment in the package works together to 


get this idea over. First by creating 


the proper impression. 


tone of the material, use of well-known 


Appearance, the 


names on the letterhead and other fac 


tors that emphasize the character of 


the organization. Second by getting 


the attention vou want for the idea 
you are presenting. Here you spell out 
the reason for the promotion, the re 
cipient is made to feel he has been 
selected for a good reason and, where 
a previous contact has been established, 
this is 
“Dear 


by presenting the 


identified by the salutation, 
Member” and so forth. Third 


compelling argu- 


ments for his association with you, the 
appeal to his own self or group in- 
terest, the social aims and the prestige 
he can share with you. Fourth is the 
need for his prompt response, in other 
ACTION. Why 
reply, how this benefits him and what 
recipient to do in terms 


TION are 


words you expect his 


you want the 
ot AC 


out.” 


specifi illy spelled 


And in conclusion 


would suggest that 


— 


‘To sum up, | 
any organization, no matter how small 


or how large, can benefit from tw 


recommendations I irst to 


the fact that they have 


recognize 
responsibility 
to bring their program to their audi 


ence most effectively by recognizing 
the nature of the problem involved in 
merchandising, by testing all the valid 
techniques of selling and psychology 
consistent with the character of the or 


ganization. Second, that the best way 
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to insure this is to make sure 


your 





responsible committees include in their 






membership persons who are qualified 
by training and experience to appraise 
or carry out these merchandising tech 
niques. This applies equally to pub 





licity, fund raising and other activities.” 





has car 
individual 


the 


about 


in 





The Re porter, 


items 


past, 
ried numerous 
association direct mail promotions. Per 
haps this brief digest of Mr. Craven's 
further case his 


ettorts will stimulate 


tories for the records. 


10 MOST-VIOLATED 
POSTAL REGULATIONS 









T ‘he 


sponsoring a 


Washington 


Advertising Club 
ol di 
rect mail clinics which is proving most 
Meetings held 
First 





monthly 





1S series 






being 
month. 


successful. are 


third 
one presented a panel of Post Office 





ft each 


Thursday « 






officials answering questions from 





about 150 patrons. Second was a made 





to-order playlet on trials and tribula 





tions of preparing and producing a 





mailing piece. If other clubs are in 





terested in these write for 


programs, 





Brettner, American 


1025 


details to Larry 





Aviation Publications, Vermont 











ART WORK BY MAIL 


Pian, Copy, sketches and finished art 
desk by 
home 


delivered direct 





from my studio 


If you need a new letterhead, 
a fresh approach to your 


to 


at 


your 


MINNESOIA 





work 


mail 















" > P ay . THE CITY OF ROCHESTER, MINNE- 

se yo s 
folder — pace la uts SOTA, celebrated ite 100th Anniversary this 
for your catalog summer. Dr. James Eckman of the Mayo 
or space advertising, Clinic Division of Publications was chair- 


one booklet designed 
or a dozen 


man of the Centennial Book Committee. 
asked me to design a special cover which 


He 


would depict Rochester's 100-vear prog- 

perhaps I can help you. ress. I sent him a rough sketch by mail 
*. Was approved and the finished 

front and back covers are shown above 

All vou have to do is write The size of a —_ was &', by e It 
. ae was printec »y letterpress in black 

me a letter outlining what and sunt. | cupelied the eater espdee 
you have in mind. tion drawings, ready for engraver 


I will quote you a fee for preliminary idea sketches, 
finished art work and time needed for delivery. 


RAYMOND LUFKIN Pian. copy 


desien, 


illustrations and typography BY MAIL 


124 West Clinton Avenue, Tenafly, New Jersey. ENglewood 3-4860 








Ave., N. W., Washington 5, D. C. 


We are reproducing here the out- 
line used at first meeting. Prepared by 
it Washington, D. C 
violated Postal 





the Postmaster 





Shows the ten most 













Regulations. Show this to your mail 
ing room personnel. 
Failure k " g permit holders 
th i ailing, Form 
s¢ ( when preparing third-class matter 
vith inceled st © postage meter 
I i c € rails wher 
gulat requir 
5 Me il y r when bear 
! x t \ x 
Fa ( t to make re 
quire ration of bulk third-class mail, 
ddressed for 








Special Lists of Security Brokers—Banks—Security Analysts—Funds 
Investment Advisers — Savings & Loan Associations 
and Insurance Companies in the U. S. 


For Promoting New Business, Dealer Relations, Distribution of Sales Letters, 


Offering Circulars, Special Issues, Annual Reports, Special Reports, Etc. 


We address your Envelopes, Cards or Circulars, direct from up-to-the-minute 


Metal Addressograph Plates 


Send for circular showing breakdown and rates 


THE E-Z ADDRESSING SERVICE 


83 WASHINGTON STREET 


Telephone HAnover 2-9492 
“SERVING WALL STREET SINCE 1927 


” 


NEW YORK 6, N. Y. 



















Failure to place return address in upper 
eft corner of dre when requesting 
RETURN Ol FORWARDING POSTAGI 
ind FORM 3547 REQUESTED 


Spe tal 











mail mat 








where a sul 







more than 










tailing to 






wr to the 


cien rum ac 1 pri 










lure properly to pack “fragile” articles 







nadvertent sealing (complete sealing 
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GET THE FACTS! 


PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


Now—"brush-up" with this modern, complete and fully 
illustrated guide to correct photoengraving methods. 108 
pages—Loavishly illustrated in black and white, and color 


















$2.00 oo aw a ae a on a oe om em ew a aw a ae oe ew ew ew ew ee we 
per copy 
| HORAN ENGRAVING COMPANY, INC. 
| 44 WEST 28th STREET, NEW YORK 1, N. Y. 
And don't forget Horan’s Tel. MU 9-8585 * Branch Office: Market 2-4171 
os 9 Please send me (prepaid) _._.___. copies of your 108 page revised 
around the clock | book, ‘The Art and Technique of Photo-Engraving 
service whether your | My check for $ 5 entioced 
problem is | ne 
black and white, ae ™ 
benday or color process. | Street 


























“ ALL-PURPOSE” 
FELINS PAK TYERS Who Buys 


ALL-PURPOSE be 


. cause they will > 
ates Your Product? 
ADJUST THEM’ 
SELVES AND TIE 
TIGHT and light or 
heavy bundle, pack 
age box within 
the capacity of each 
mode! There are 





by Paul J. Bringe 


Milwaukee Dustle Brush 


several models to 
choose from 
ALL - PURPOSE ae We sell industrial floor brushes to Supervisor, Plant Services 
cause they will Plant Service Manager 
Foreman, General Service Department 
g problems in Supervisor, General Service 
1d factory more after testing that it did not pay tor us Supervisor, Office Service 
than you believe possible to address our mail to an individual Plant Services 
ALL-PURPOSE because the se twines by name and title. Since then, we have a Manager 
from 3 to 24 ¢ ell ¢ nd P i A t 
— = been addressing to the plant name only a 
, Asst. Purchasing Agent 
no title—no individual. Director of Purchases 
Recently, we wrote to plants in five Div. Purchasing Agent 
Purchasing Director 
Buyer of Sanitation Eqpt 
Buyer 
ALL-PURPOSE b U these machin can > ' > » > > e 
ae ; . ace ee ese - ines . the name of the man responsible tor General Purchading Agent 
ea hag Oy TOOt pecel ip CF Sure keeping the plant clean. This letter was Supt. of Purchasing 
electrically typewritten and was sent Assistant Buyer 
LET FELINS CUT YOUR MAILING COST Siam Guatiedion 
NOW. Sanitation Supervisor 
MODEL F-6-! ILLUSTRATED Supervisor, Sanitation Department 


hentia sm Oe Ge manufacturing plants for their own 
use. Some years ago we determined 


raids 

ALL-PURPOSE because 

rate them eff ently Th ey are sturd y 
ted 1t give ong dependable midwestern states having UU or more 


oats 
service employees per location, asking them for 


wer our President's signature. On one 
half of the plants, we had the plant 





Send for prices and circulars superintendent's name and addressed Seniterion 
The balance went Sanitation Engineer 


the letter to him. 
FELIN TYING MACHINE CO. to plant names only. Sanitation Head 





3351 NW. 5th St 


Milwaukee 16. Wie We received a 21% response tor a Manager of Manufacturing 


7 / ' Production Manager 
total of 390 names. 61% of the replies Asst. Production Manager 
came from plants where we had the Manager 


HOW TO COLLECT plant superintendent's name. A second Property Manager 
YOUR MAIL-ORDER identical letter sent two months later Property Clerk 
ACCOUNTS to those who had not replied brought ao daa 
ae 16% response. Combined total was Supervisor of Planning 


a 
The concerns listed below—along 33%. of the original list. Planning Department 
Supt. of Bldgs. & Construction 


with hundreds of others—collect 167 of the original 390 replies gave . > om ee ae 
: 7 t " t t 
their slow and dangerously us the title in addition to the name. « es 0 a 
: : Building Superintendent 
delinquent accounts via Arrow Here are the titles grouped roughly as Supt, of Movsckeoping & Protection Div 


Service. to occupation and the number for each Labor Foreman 


— * rm — title Foreman 
The method —kindly but firm er rs 


putting on pressure as the sys- , 
. , Maintenance Engineer 
tem progresses — getting results Superintendent of Maintenance 


where others fail. Maintenance Foreman 


The service reaches everywhere Plant Maintenance Engineer 
Building Maintenance Supt. 


—the cost is low — straight com- 
“ee ; . Maintenance Manager 
mission basis—No Collection — Seinteeanen 


No Charge! General Foreman, Maintenance 


We'll be glad to send you the Janitor Fereman 
General Superintendent 


facts —and they'll prove inter- Superintendent 


esting. Assistant Superintendent 
Plant Superintendent 


ARROW SERVICE Plant Manager 


Works Manager 
271 State St., Assistant Works Manager 


Schenectady 5, N. Y. Shop Superintendent 


Factory Superintendent 


Plant Engineer 
—Among Those We Serve— Production Engineer 


Atlantic Advertising Co., Chief Engineer 
Inc. * Miles Kimball * Ham- edie Geatuane — 
mond Map Co. * System Engineer 

Bible Co co oe Mosby Foreman, Plant Services 


Co. * Hoff Condiments 
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Textile Superintendent 

Office Manager 

Treasurer 

Vice President 
TOTALS: 167 Names 


71 Classifications 


“~sst NK WM HK NHK BWN OW es We NDS ews 
le ei eed Eten Loi ne he en a ee 


Question: Who is responsible for 


floor brush buying in industrial plants? 


Answer: /ust about anyone you can 
think of. 


Question: How much was the total 


cost of getting the names? 


Answer: $1.40 each. 


Question: Who buys your product 
and are you willing to pay the price to 


get his name and title? 


























A NEW FILM 
ABOUT DIRECT MAIL 


\ 16-minute, full-color animated car 
toon film all about direct mail has just 
been released by the Direct Mail Div. 
of Reuben H. Donnelley Corporation, 
350 E. 22nd St., Chicago 16, IIl. 

Titled Dear Mr. Customer, the film 
was produced for Donnelley by John 
Sutherland Productions of Los Ange 
les, Calif., at a healthy business film 


budget of $65,000. Sutherland script 
writer True Boardman put a lot of 
know-how into Dear Mr. Customer's 
16 minutes running time ... show- 


ing how direct mail is produced, with 
an interesting look-see at some techni- 
cal aspects of big-time production and 
mailing. 

Mr. Boardman’s story demonstrates 
how direct mail fits into the media 
schedule of a mythical petroleum prod 
ucts company he calls the “Z Corpora 
tion.” Main character of the tale is 
John K. Jones, Z’s local dealer. A series 
of cartoons illustrate how Z’s promo 
tional program is pinpointed in Jones’ 
local trading area. Dear Mr. Customer 
also gets across the fact that the same 
techniques used by the Z Corporation 
can be applied to many other busi 
nesses . . . with the help of Donnelley 
facilities and experience, of course. 

A. M. Andersen, Donnelley execu 
tive vice-president, explains that the 
film was produced primarily as a Don- 
nelley selling tool; but it also contains 
some important educational meat on 
the overall purposes and methods ol 
direct mail. Dear Mr. Customer shows 


between an adver 


the necessary link 
tiser’s national program and the neigh 
borhood of his local outlet . . . with 
heavy emphasis on how nationally 
compiled consumer lists can be refined 
for local mailings. 

The film is available for showing 
to advertising clubs and organizations. 
If yours is interested in this 16 mm, 
sound film . contact either the 
DMAA (381 4th Ave., New York 16, 
N. Y.) or Mr. Andersen at Donnelley. 
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TENSION RELIEVERS f'Ssloy 
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**No use Doc. Nobody or nothing can see 
through a Tension ‘Artlined’ Envelope! PP 


It's no secret where to look for top quality envelopes 
and speedy service! Write or call 


“TENSION ENVELOPE CORPORATION 


gO 1dANG NOISNGZL-SAdO1TZANT NOISNUL-SAdOTZANT NOISN, 
Lop » 
ES-TENSION ENVELOPES-TENSION ENVELOPES -S3d0134 


NEW YORK 36, N. Y. © 522 Fifth Avenue DES MOINES 14, IOWA © 1912 Grand Avenve 
ST. LOUIS 10, MO. * 500! Southwest Ave. KANSAS CITY 8, MO. © 19th & Campbell Sts. 
2 MINNEAPOLIS 1, MINN. * 129 North 2nd St. FT. WORTH 12, TEXAS © 5900 East Rosedale Red 


S.» * 
ENSION ENVELOPES-TENSION ENVELOPES -TENSION 

















| © 
a Kogos 
| INDUSTRIAL LIST BUREAU 
| 


WEBSTER, MASSACHUSETTS 
WEBSTER 2780 



















ThA Sy 


for the Direct Advertiser 
Yours FREE for the asking 


Over 8000 direct advertisers have found in 
us a “different” source for envelopes and 
Mail-Vertising pieces. How about YOU? 


DIRECT MAIL ENVELOPE CO., INC. 


The Department Store of “Ideas for the Direct Advertiser” 


15 W. 20th St., New York 11, 6. ¥. WA 4-0500 











ADDRESSING 
MACHINES 


offer you the only competition 


you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge, 
39, Mass. 








Don’t be satisfied 
too easily 


Fo 


Mae 


A good result from Direct 
Mail isn't necessarily the 
maximum result. Maybe you 
should be doing better — 
getting more inquiries 
more orders, making a 
bigger net profit We'll be 
glad to put 33 years of 
specialized experience to 
work on the problem 


Write today for free folder 


THE BUCKLEY ORGANIZATION 
Lincoln-Liberty Bldg., Phila. 7 











By Wilfrid S. Rowe 





Reporter's Note: People in advertising need 
a sense of humor to act as a counterbalance 
to all the headaches and kicking around. So 
we'll add a light touch to this first issue of 


tne New Year. Witfrid Rowe has the light 


touch and his hypothetical interview (or 
monologue) with a prospective advertiser 
should bring a chuckle. The opinions ex- 


pressed are not always limited to cellar or 


garage operators. Similar sentiments have 
been expressed around top brass board 
tables especially at budget fixing time 


Bill Rowe is advertising manager of Sterling 
National Bank & Trust Company, Broadway 
at 39th St.. New York 18, N. Y. and he'll 
long be remembered for his unique promo- 
tions at Neptune Storage 





SURE, Mister, I know all about 
compelling headlines and all that stuff 
I read a book on idvertising year ofr 








some ot you 


fellas have done a lot ol good but | 
| 


don't sc is how | need invbod\y to 


sell my products tor me, or tell me 


how X scli em. 


First of all, I didn't go nobody 
ind 


to 
like l swindler or 


that | 


enterpr 


with my |} out 
hnanced this 


Yes, 


anything = like 


whole ent 1S¢ ivsell 
SIT. 

You see that picture up there? 
had, 
my basement Now I've taken over 

have 
That's 


] 


yood 


That's the layout | down in 


ty t 
irst 


the whole ntire iraye ind we 


to park Ut r the driveway 


progress, my ftriend That's real 


American type | 


your 


solid yrogress withot 
none o 
up the profits. 


‘Now. 


NC lling home 1 race 


wher ide i ol 


pickles and pickle- 


illy, | want to tell you I had a job on 
my hands. Nobody knew me outside 
ny friends, and nobody got enough 


friends to eat enough pickles and 


pickle-lilly keep him in_ business 
Oh, maybe Jim Farley, but he don’t 
sell pickles and _ pickle-lilly. 

So I joined the Rotary and met 
i hotel an and a restaurant nan 
And pretty soon word got round 
and i tew nonths _ late: when 
I'd walk into hotel or a_ res 


taurant maybe the manager or the chet 


and 


other nice ord 


And it kee] 


course, wh 
} 


wme DAs 






How Can You Eat Up 
The Profits ... When You 
Only Got Plenty Of Nuthin ? 


pickle lilly, 


Minneapolis or 


cousin wv h she grew up with and 
telt close to was sk why then no- 
body knows me and I don't yet orders. 
But that OK. Stay near home bas 
1 de yrow too ist That’s my 
motto. Lots of big 1¢ vorked that 
way withor wspapers d radio and 
televisior ind a lot of letters and stui 
like that eatin up a the protits. 
‘Wha ug me O} I don't have 
what ye I il 1 yoo < memory 
tor names ) \ oO ! look them | 


have seen it 
Pickles Are B 
noticed how 
eal big ind 


letters tor « 


advertusing. Sa 
can buy ‘em h 
sell ron that 
hal i ‘ c 
tow whe £7 
stop in 

No, ne 
other i t 
sign is good 
better. Wher 
my pick 
saw the Siv 
here, would: 
here, they see 
theyr So why 
its witk 1 T 
ill the way 


1 | i sign. Must 
is you came in—'Fer1 
st ind you must have 
I had the word ‘Best 


iy thirty ye 

Well. sir. « 
billboard, tl 

mney, DeECcaUuse 
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hasis Now that’s real 
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sense, and Ford and all the rest of 
them would be a damn sight better 
oft and be able to sell their cars a lot 
cheaper if fancy advertising wasn't 
eating up all the profits. 

“Oh, no, don’t talk to me about per- 
centages and promotions and mass 
sales. Trouble with you advertising 
fellas is that you dream up a lot of 
catch phrases and pou! ‘em over a 
man’s head till he can't get any air. 
Finally he yells ‘Stop’ and signs a con 
tract so you'll please go away and let 
him breathe. Funny thing is a lot of 
you fellas sound as though you be 
lieved what you're talking about, and 


I'm to higure out the answer 


going 
to that one one of these days, too. 

“Direct mail? Direct mail? Man, I'm 
not that crazy. Now I ask you: How’s 
a person who reads a letter going to 
get an idea how good my pickles and 
pickle-lilly are? Maybe I should send 
everybody a pickle with a letter, huh? 
Heh, heh, heh. Imagine opening a let 
ter and finding a slippery gherkin! 
Ha, ha ho, boy, I'd like to see their 
races, 

“See, that’s what I mean. As soon 
as you look at the thing from a prac 
tical point of view, you see as plain as 
day how you can’t make money by ad- 
vertising. I can’t see anybody in his 
right mind reading a letter about my 


; 


stuff and sending me an order for 


hundred jars. No, 


make no money by spending it to ad 


Mister, you can’t 


vertise pickles. 

“Heinz? Well, sir, I'm glad you 
mentioned my worthy competitor, H. J. 
Heinz. It proves my point about all 


the lies in lvertising. Their pickles 


ac 
and pickle lilly just ain’t as good as 
mine. I know because I’ve tried ‘em 
both impartially. And if there's one 
thing I pride myself on, Mister, it’s 
being fair and having an open mind. 

“Come in and talk again some time 
when you're in the neighborhood. | 
enjoyed chewing the rag with you even 


if you are in advertising.” 


CONFUSED 
THINKING 


Paul Krupp of Krupp’s Advertisers 
Mailing Service, 228 South Los Ange 
les Street, Los Angeles 12, California, 
received the following letter from a 
well-known card manufacturer. Paul 
is still trying to understand what the 
writer was trying to sell. 


Gentlemen 


Suppose you had an item, which would 
make a very successful mail or publication 
promotion, to obtain new birth dates, im 
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WEW YORK 36, N.Y. * 522 Fifth Avenve 
ST. LOUIS 10, MO. «+ 5001 Southwest Ave. 
MINNEAPOLIS 1, MINN. * 129 North 2nd Sr. 
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More Stamps *, 
go on more ° 
return envelopes 
when they are 
made by 
“TENSION. 


Let them show 
you how they 
have helped 
America’s most 
successful direct 
mail advertisers 
~. increase returns. , 


“TENSION ENVELOPE CORPORATION 


DES MOINES 14, IOWA + 1912 Grend Avenve 
KANSAS CITY 8, MO. * 19th & Compbell Sts. 
FT. WORTH 12, TEXAS * 5900 East Rosedele 








DIRECT MAIL 
COPYWRITER 


Leading Chicago mail organi 
zation seeks top notch copy- 
writer with executive ability 
Must 
have minimum of ten years 


to service its accounts. 


experience creating and writ- 
ing varied multi-million mail 
clubs, 


ings for book maga- 


zines or other large users. 
Salary up to $25,000 per an- 
Replies will be held in 
strictest confidence. 


num. 


Box 15, The Reporter 
Garden City, N. Y. 
















Sales come eas- 
ier when your ad- 
vertising, letters, and 
follow-up materials 
have the “already 
successful” look, es- 
pecially on a new 
venture. To get the 
copy right and the 
layout bright, let Bob 
Rainey expedite the whole production for 
you. Write today for proof that it pays to work 
with “the advertiser's handy man.” Address: 


AD SCRIBE '.s.° Noth Canton, Ohio 





= from the 
Brcinnine 
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THE ASPIRIN PENCIL 


The cleverest Direct Mail gadget | have 
seen in a heap of weeks. It really 
compels attention. | will be glad to 
send you a sample without charge or 


cbligation. Just drop a note to: 


Franklin €. Wertheim 


DIRECT MAIL CONSULTANT 


179-15 Jamaica Avenue 
JAMAICA 32, N. Y. 


The Man With The ‘Modest Fees’ 


























“That Fellow Bott” 
HIS . MARK 


This is my sign of creative toil to make sales 
boil. Symbolizes distinctive advertising; signi 
fies conscientious service. Sales Letter Mail 
vertising Travelture ete 











~ Leo P. Bott, Jr.. 64 E. Jackson, Chicago f 
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HARRY VOLK'S NEW JUNIOR 


CLIP BOOKS 


PER 


or . MONTH 
HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 10 NEW JERSEY 


























HOW TO WIN NEW MAIL 





ORDER CUSTOMERS IN 








VOLUME FROM 
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MAIL ORDER 
S Newbur ‘ 


NEW MAIL ORDER CUSTOMERS IN VOLUME 


LIST SERVICE, Inc 


] { \I 


POSTCARDS and 
ADVERTISING 
LITERATURE 
at BUDGET 
PRICES 


You, like Buttersweet (Day and Young), 
can secure postcards and all forms of 


direct advertising literature at budget prices 


Write today for samples and information 


to the nearest Crocker office 


Dep: 2-1 


— 


SAN FRANCISCO, 720 Mission + LOS ANGELES, 2090 EF. Tr 
CHICAGO, 350 N. Clerk + NEW YORK. 100 Hudson 
BALTIMORE, 1600 S. Clinton 


$$sS$ S$S$SS8SS8S8S8SS8S8S385 
WE HAVE MILLIONS TOSHARE! 
it's a fact—-we de have MILLIONS OF 
PROFIT-MAKING NAMES to share with 
you. Carefully and accurately compiled 
by the largest compilers in the West, our 
sts are made to fit your needs; pin-point 
your market—local, regional. national or 
nternational—by industry, organization or 
profession individuals classified by in 
come, age, vocation, geographic location 
social status and many other qualifications 
New special lists are always in work. As 
a source for over 1500 of the more wide 
ly used lists, write TODAY for your free 
copy of our Catalogue C THE SELEC 
TION & USE OF MAILING LISTS.” There 
is no obligation, of course 
MARKET COMPILATION BUREAU 

11834 Ventura Bivd., No. Hollywood, Cal. 
SeuCereuerereCeCCUeC 
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Would this be 


cities, states, or nationwide! 
ot interest to you? 

We have such an item, in the event one 
of your clients may be interested in obtain 
ing these birth dates. Of course, this type 
of list may be sold to numerous concerns 
who would be interested in this informa 
tion. Enclosex you will find a Horoscope 


These 


quantities at 10¢ for 


Booklet and Lucky Horoscope Coin 


may be purchased in 
both the Booklet and the Coin, and scales 
7 both, in big 


cown to lo, for quantities 


We will be happy to 
clients, if you are 


work with 


interested 


you, or 
your 


Best 
remain 


wishes, and awaiting your reply, we 


yours, 


withheld ) 


Cheerfully 


(Name and signature 








It is always a good idea, before 
writing a sales letter, to know exactly 
what you are trying to sell. Describe 
exactly the benefits to the customer. 


DO YOU EMBARRASS 
YOUR PROSPECTS? 





Here's a wonderful letter which de- 
serves a place in the direct mail re 


cords. Written to us by Donald M. 
Brown, 32 Kingsbury Road, New 
Rochelle, New York. Read carefully 

then ask yourself the question 


in the head above: 


Dear Henry Hoke 
While doing m 
Homan Da 


monthly promotion § tor 


magazine, I've come across a 


passage in the forthcoming December issuc 
that I think is worth pasting inside ever 
mail order writer's hat 
“Dr. Frank Laubach, whose lightning 
literacy methods have taught people to 
read in 267 languages, is passionate about 
keeping language democratic. He never 


uses thre« llables if he knows a one 

svilable word that will do. He urges 

writers to put on ‘spectacles of love,’ so 

that all may read what is written with 

ut the embarrassment of fecling ex 

uded 

I think that’s a pretty wonderful line 
so that all may read without the embarrass 
ment feeling excluded Much has been 
said about t importance of using simple 
language so that the average reader will be 
ible to understand. But perhaps too little has 
be uid about the way that flowery lan 
guage wr him 

We all know that many mass market con 
sumer won t go into elaborately decorated 
cta tore not because they can’t afford 
the price but because the fear they will 
feel out of place, embarrassed. Instead, the 
yiten pay just as much even more in the 

un-jane store 1 tew blocks away. But | 

t recall having seen this same psycholog 
ex plaines dbeTor im quite this wa to the 
language of uss mail order advertising 

Extravagant words not only make it hard 
er for the average reader to understand you 
The t K him teel embarrassed And people 


don't like to buv from those who em 


sincere urs 


Signed) Donald M. Brown 
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DEARLESS 
CORRESPONDENCE 


Herman Herst, Jr., (stamp dealer), 
Shrub Oak, N. Y., sent us the letter 
illustrated here. In case you can’t in 
terpret the small reproduction, the let 
ter read: “Thank you, Mr. Herst, for 
your payment of $32.75. Here are the 
envelopes you requested. When more 
are needed, please let us know 





CONSOLIDATE MSON COME 


















Herman was pleased to get such a 


letter and he wrote a note of com 
mendation to Mr. Messerich. 

His further comments to this re 
porter: “When large concerns like 


this start eliminating the word “dear”, 
there is hope that we may yet confine 
love letterwriting to those who are in 
love.” 


WHAT WE DON’T GET 
IN THE MAIL 





Reporter's Note: The bitterness surrounding 
the junk mail controversy was lightened by 
a recent short editorial by William Feather of 
The William Feather Co., 812 Huron Road, 
Cleveland 15, Ohio. Bill's thoughts are worth 
reprinting. 





In the big apartment house where 
I live, the mail is distributed into our 


locked boxes between 9:30 and 10:30 
each morning. The mail is delivered 
in sacks by a truckman, and put in 


the 150 boxes by a postman. Half the 
boxes are at the half 
at the east. To play fair, our postman 


west entrance, 


alternates between east and west. 
Distribution of the mail is an event. 
Many 


gregate and discuss the current events, 
up the 


women and a few men con- 


thereby slowing postman. 
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She Postal Review, 
Mich., in its October 4 bulletin to sub- 
scribers gave details on a test which 
was made last year by a large New 
York mailer to determine how long it 





Makes an interesting study. Should 
be done more often on a systematic 
basis. Seems to us that the Post Office 


HOW SLOW 
IS THIRD CLASS MAIL? 


Battle Creek, 


spotted individuals in each of the 48 
states. Addressees reported back to the 
mailer the actual all 
pieces. 

Here are the statistics giving the 


arrival dates of 


took the Post Office to deliver first, total elapsed days from mailing to de 
third and fourth class mail. Letters, livery for all the pieces mailed divided 
circulars and parcels were sent to by the number of pieces: 
Fourth-Class 
(Parcel Post) 
Third-Class Envelope 
First-Class No. 10 Envelope (Wt. Approx. 
DATE TEST No. 10 Envelope Pennysaver 10 oz.) 
MAILE) NO. Av. No. Days Av. No. Days Av. No. Days 
11/18/53 l 3.60 10.54 6.57 
12/3/53 2 4.56 4.32 6.60 
12/28/53 3 4.30 13.11 6.94 
1/25/54 4 2.11 2.25 5.74 
3/1/54 5 2.44 2.41 2.25 


Department shows up pretty well in 
spite of all complaints to the contrary. 








Sometimes they help him sort the 
mail, contrary to the stern rules of the 


post office which holds that mail is 
sacred. 
If I stay home on a weekday, | 


look forward to my Post, Time, Life, 
Sports, Journal-American, and New 
York Times, just like anybody else. 
If Sulka, Brooks, Steuben, Mark 
Cross, Breck, Pierce, Johnny Apple 
seed, Swiss Colony, Epicure, or Miles 
Kimball a catalog, I don't 
mind. Nor do I mind if I get a copy 


send me 


of this very magazine you are now 
reading. This stuff, including this 
booklet, is what is known as third 


class mail. 

have permitted adver 
tisers to address this kind of mail to 
Occupant Householder, and _ this 
has been denounced as junk, although 


Lately they 


or 


it pays the identical postage of mail 
that is addressed by name. 

But enough of that. 

What we all want in our mail is 


what we don’t get. We get the maga 
zines we never read (to help a boy 
through college), we get bills, we get 
pleas to send money for a good cause, 


but what we don’t get is a birthday 
card, a personal handwritten note from 
a son, a love letter, or an overdue 


check for alimony, social security, pen 


sion, or earned income. 


Naturally, all else is junk. 


JANUARY 


1955 





BOXED 
PROMOTIONS 


During the past month or so there 
have been quite a few boxed promo 


tion mailings . several ot them are 


worth .eporting here: 
of Plus Promo 


| tions, Inc., 167 W. 10th St., 


New York 14, N. Y., dreamed up a 
honey for Seagram-Distillers Co., 405 
Lexington Ave., New York 17, N. Y. 
Last July Seagram salesmen were each 


Harry Latz 


given a sales quota in the form of sym 
bolic brick for a new Seagram House. 
Each salesman was to produce a sales 
goal “brick” in their territories so the 
house could be built. 


the 


received Harry’s creation ... a 


Last month, entire sales force 
box 
containing a real cement trowel and a 
small folder designed to look like a 
brick wall. The trowel handle was im- 
printed with the slogan “Don’t Toss In 
The Trowel Until You Build Your 
Seagram Quota.” The foider, person 
alized with each salesman’s name and 
the same slogan, contained a message 
from Seagram vice-president Harold 
C. Fischel urging salesmen to 
“. . . Build sales for your outlets. Help 


35 





| 
| 
| 
| 
| 
| 





A Specialized Ad Agency For 


DIRECT SELLING 


MAIL ORDER 
ADVERTISERS 


leads 
your ads? Need more sales nationally, region- 


from 


WANT more orders, inquiries, 


ally? Many concerns grow bigger with the 
proper advertising plan. 


A SUCCESSFUL newspaper, magazine, trode 
paper advertising campaign requires pulling 
ads thet really click and publications that get 
results. It's what you say, where you say it, 
and the plan in and behind your advertising 
that make the difference. 


EXPERIENCE counts. Let the Martin Advertis- 
ing Agency work with you in developing ef 
fective publication advertising. The right ad, 
in the right size brings results 


INCREASE your sales. Put specialists on the 
job for you. Obtain powerful, action-compell- 
ing ad copy and proven advertising tech 
niques. Give your advertising dollars the 
chance to go further. 

WE offer you a thorough service based on 32 
years’ knowledge. When we accept your pub- 
lication advertising account, you get the bene- 
fit of thoughtful, sincere advice, sound analy- 
sis and full cooperation all along the line. 
LET us help you solve your advertising prob 
lems. Put your publication advertising budget 
in our hands. Careful planning always pays. 
APPOINT us to place all your publication ead- 
vertising. Many successes. Fully recognized 
Member A.A.A.A. Publishers’ rates al! publi- 
cations. Consult 


MARTIN Advertising AGENCY 


Direct Selling Mail Order Ad Specialists 
15 E. 40th St., Dept. 15, New York LE 2-475! 


wt N , 


addressing 





Penny Label Company 
9-13 Murray St., N.Y. 7, N. Y. 








DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mail Order Letters 
bring back orders and cash 
Contacting Letters that create 
maintain good will between sales 
men’s calls . . booklets, folders, 
brochures, house organs, circulars that 
do the selling jobs you want them 
to do. Fully indorsed by «@ nation- 
wide clientele. Winner of two DMAA 
Best of industry Awards . . . Dartnell 
Gold Medal . . editor of IMP, 
“the world’s smallest house organ.” 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 


that 








** Hooven letters « Addressing 
© Photo-oftset printing © 






© Multigraphing e 
Addressograph Plates Embossed 


WArket 
7-7152 





914 Walnut Street, 
Philadelphia 7, Pa. 

































































1 Monthly Roundup On Meetings And Activities Of Direct Mail Clubs 


ind Related Advertising Organizations From Coast To Coast. 


Advertising Assn. Of The West 


Winter Conference in H 

I ist minute cM t 
H wood Blw« 

@® AAW iso maku 

ference on August 

I t Ma Kc ertisil 


Des Moines Advertising Club 


Circulation Roundtable 


Tri-City Advertising Club 


crTtising personne if 


Tri-City club is Niles G 
hrst Thurs 


Direct Mail Club of Kansas Ci 


Im tr Award wint 
Fonda. Old American 


necting 


Advertising Federation Of America 


Trading Post. \t 


ix = club idea 


American Assn. Of Advertising Agencies . 
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gion East East Ce 
‘ to 


Lithographers National Assn. 
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pert mn Dasis of q 
honorable mentions -vil 
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N. Y. Employing Printers Assn. and Club Of Printing House Craftsmen . 


ns pear! rT 


rt organizatiolr 
week the annua Printin 
N. Y. Pharmaceutical Advertising Club 


ee Der 


nth in the Grand B 


‘ ¢ passed t 


Printing Industries Of Philadelphia 


ng a Graph 


Januar 20 As the 


Planning Better Printing 


WASHINGTON, 


Parcel Post Assn. 
Hot n Chicag Feat 











ATTENTION ALL DIRECT MAIL CLUBS AND OTHER ADVERTISING ORGANIZATIONS: 
We welcome news items about your meetings and activities for this department. 
Send Information to: Organization Report, The Reporter, 224 7th Street, Garden City, N.Y. 











your retailers speed up their turnover 
and get concrete profits. Build tor your 
self and for your future, etc.” Harrys 
“mason” mailing really put the point 


across with impact. 


The old shell and pea game 
a idea was used ina boxed pro 
motion from Ohio Seamless Tube Div. 
ol Copperweld Steel Co., Shelby, Onto, 
for their Ostuco Tubing. Three halt 
walnut shells were tipped onto a small 
card with a pea under one. Headline 
and copy: “Pick The One That Pays 
Off!” . . . Did vou guess right the 
first time? There’s never any gamble 


when you specify Ostuco tubing.” 


The boxed card with shell tip-ons 
tied in with an enclosed ad reprint il 
lustrating the shell and pea game. 
Headline on the reprint said “They 
Might Look Alik« . . But there's a 
big difference underneath!” Copy told 
the difference between Ostuco and 
other tubing, pointing out Ostuco’s ad- 


vantages. 


Krupp’s Advertisers Mailing 
[ ] Service, 228 So. Los Angeles 
St., Los Angeles 12, Calif, mailed a 
box of Cracker Jack to dramatize a tes- 
timonial they received from the March 
of Dimes. Production manager Sam 
Rounds sent Krupp’s prospects and 
customers a letter with the Cracker 
Jack saying “. . . that’s what the 
March of Dimes called us recently after 
we processed one of their mailings otf 
nearly 2,000,000 pieces in less than 10 


days.” 


The Cracker Jack Company of Chi 
cago, Ill., must like direct mail people 


by now. Circulation Associates, 1745 
Broadway, New York 19, N.Y. used 
their product and the same testimonial 
idea not long ago (see Short Note on 
page 13 of the June, 1954, Reporter) 
It’s an old idea . . . but still seems to 
get Cracker Jack results. 


There were a lot of boxed 
Christmas gifts and greetings 
this year. Outstanding among them 


were: 


@ A beautiful, boxed gold plated ash 
tray from Reuben H. Donnelley 
Corp. s Direct Mail Div. The ash tray 
depicted the advent of “Special De 
livery” and is first in a series of Don 
nelley mailings on The Development 
of The VU. S. Postal Service. 

@ Freedman Cut-Outs (die-cutters) at 
34 Hubert St.. New York 13, N. Y.. 
sent customers and fricnds a cute lit 
tle pair of die-cut, cardboard ice skates 
imprinted with Season’s Greetings. 
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579 Sth Ave., 


mailed 


® Rums of Puerto Rico, 
New York 17, N.Y., 
a small stuffed animal 
The 


retailers for 





retailers 
called 
thanked 


million 


they 





Randy Rumdeer. Randy 
selling close to a 
R P ‘ 

\ums ol uerto Rico cases and offered 
the Season’s (sreetings in a short verse 
on a card enclosure 

+ Slee ves or n 00k 


covers con 


increased 
Match In- 
M itc h 


book greetings volume was 10 to 50% 


taining Christmas greetings 


this year, according to the 
Bureau. 


dustry Information 


higher than last year. Many of the 
covers were personalized with recip 
ients name. The Bureau reports that 
the largest boom in boxed matches for 
Christmas giving was in the St. Louis 
ind Detroit areas. 

Probably the most lavishly packaged 


Christmas greeting this year was the 


giant tube mailing from Champion 
Paper Company. It’s pictured in this 
issue on page 1LV, 

CANADIAN MAILING 
INFORMATION 

Canadian Post Ottice officials are 


or i SA adver 
m ike 


trying to make it easy 


tisers who want to mailings in 


Canada, so this item is to report that 
if you want information about Cana 
dian mailings, write to David Adam 


son, superintendent, Public Relations, 


Post Office Department, Ottawa, On 


tario, Canada. He will send you a 


three-page, mimeographed description 


ot Canadian postal regulations. 


There seemed to be a lot of interest 


in the subject at the Boston “Circles 


ot Information where Victor Perry 
represented the Canadian Post Office. 
So it you have problems, write for 


this new explanatory material. 


Another 
rs: USA ad 


ing 


point about Canadian mail 


vertisers constantly irri- 
sending 


tate Canadian recipients by 
permit returt! 


USA 
} 


1 ] 
re unmatiabie in Car 


envelopes which 
ida. If you want 


to improve 


lations, 


your Canadian public re- 


use return envelopes with 


Canadian stamps. 


Remember that first class postage 


in Canada is 5¢. You can purchase 
you supply Canadian 5¢ stamps 
"y sending a? ne wder for the re 
quired amount to the postmaster at 
iny Canadian city. Or if you want to 
make the transaction personal, write 
direct to Dave Adamson at Ottawa or 


Victor 


at Toronto. 


Perry, public relations officer 
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WILLIAM H. WALLING, chairman of the board of Rogers Kellogg Stillson, Inc., was 
ted president of the Printing Industr i America at their annual convention in Detron 
H former P.1.A. vice-president an ust president of New York Employing Printers Assn 
ELMER G. VOIGT, vice chairman of the board of Western Printing & Lithographing 
Co., Racine, Wis., was named graphic art Man Of The Year” at the same P.1. A. con 
vention. The graphic arts honor award was presented by Hon. Raymond Blattenberger, 
Public Printer of The U.S 
WILLIAM GREGORY, national list representative of R. L. Polk & Co.'s Chicago office, 
is been transferred to Polk’s national headquarters in Detroit as a Specialized List and 
Mailing Services Dept. staffer 
SIDNEY CLAYTON has expanded his advertising agency office facilities and personnel 
New headquarters for Sidney Clayton & Associates are on the 5th floor of 75 E. Wacker 
Dr., Chicago. 
JOHN J. GORDON has left Addressograph-Multigraph Corp. to become new sales 
manager of E. G. Ryan & Co., Chicago graphic arts equipment and supply firm 
HAROLD H. OLDHAM, assistant director of advertising, Republic Steel Corp., Cleve 
und, has been appointed vice president of the National Industrial Advertisers Assn 
BRUCE E. ROSS has resigned as manager of the New York office of the American 
Medical Assn. to join Fisher-Stevens Service, Inc., New York medical mailing house. He'll 
ervice firn the New York-New Jers irea, planning mail promotions to the medical 
profession 
JOHN H. F. HOVING has joined the staff of Pendray & Co., New York public rela 
tions firm. He 1 former political writer and promotion director of the Democratic Digest 
which he helped to found in April, 1953 
LYLE R. CAZEL, wil joined Cory Cor Chicago, three years ago as supervisor of 
direct mail and co-operative advertising, has been promoted to advertising and publicity 
manager. 
PAUL RICHARDS, formerly production manager of Commercial Illustrators, Chicago 
been appointed manager of creative services at Belnap & Thompson, Inc., national sales 
wear tion with headquarter » Chicag 
director of the San Franets and Oakland (Cal.) Shopping 


J. D. SEA 


RLES, circulation 


Neu has formed his own advertising distribution company. Using high school boys, the 
wganization handles door-to-door distribution of advertising and samples. J. D. Searles Co 
xiquarter at 420 Market St., San Francisco 
VIOLA SCHLACKS, advertising manager of Philadelphia & Reading Coal & Iron 
t the Reh int Introduction to Advertising course sponsored b 
( » of Advertising W First session of the course began Thursday night, 
in. 6 at Philadelphia's Drexel Institute 
LAMAR M. FEARING and WILLIAM S. SNYDER have been appointed assistant gen 
ale anager f International Paper ¢ New York Fearing, son of the late ‘ ! 
g Ww wa Int n K ‘ tor man ears, yorned the compar as an 
r = ed Int " " 194] 
M. K. BUDA | re" " nte int manage f R. L. Polk & Co new Direct Mai 
) gy am ducti it at 899 W. Baltumore St., Detroit. He was tormer! 
C ! T r ing t latic typewriter departments 
IRVING SILVERMAN issista hor rector t Esquire & Coronet magazines 
New Y k. tak nm new duties the " ector ot eclal prorect He'll supervise the orf 
r ent of r in which the magazines are intereste 
WILLIAM I. JAMESON, former assistant advertising manager of South Carolina Mills, 
i } " ed t < ng manager. He was with Gotham Advertissng 
New York before joing S. ( M 147 
GEORGE M. LAWRENCI is be tee unager ot sales of Mead Sales ¢ 
1) oO } Bet g M 16, he worked in the sales dept xford 
( 
S SHY) BANKS t reporter, has changed his held of operation 
} ’ 3 ears Sl) wa wdvertising manager of the McCaskey Register Co Alliance, 
O But last r, McCaskey wa verged with Victor Adding Machine Co. and moved to 
Chicag S| ind fo friend ive organized a new business called Formpnnt, Inc. and 
\ ) cat ut 3 V. State St Alh e, Ohio. Formprint will market sales books, auto 
g gist am creat tance in advertising and sales promotion If 
x ful ts are any criterion, Shy's chents will get more 
4 ( "i ck cw vutht 
I Nat W ) we-president and director of Advertising Di 
Am ‘ h with the news f his death on December 
Nat w ginal ADA u was with the company tor over 3 ear 
\ t the ce Hubert A. Lane He was one of this reporter 
ett uiling list buisnes Hubert was the »perator 
f the Central Press Bureau, a clipping and advertising service, which he originated in 1907 


ttsburgl and was one of 
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aid 
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industry 


to ship — mark — sell or 


package any product 


Send for samples 


allen hollander compony, inc. 
385 GERARD AVE. NEW YORK 51 


Dept. R-1 
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EDWARD W. OSANN 
Writer of Advertising Literature 
and Sales Letters Since 1910 
175-35 88th Avenwe, Jamaica 32, N. Y. 
Member: Direct Mail Advertising Ass'n 


May | help you? 











Q Where can yo get reliable, av 


thentic direct mail training material? 


A Write to The Reporter for a free de 
scriptive folder explaining our complete 
miniature direct mea training program 
it outlines 10 feature study booklets, each 
one recommended by experts. They are 
available by single copy or the complete 
set in a handsome library case binder 


The free folder gives a capsule review of 


each. Write to 


THE REPORTER, Garden City, N. Y 





ee 


1 =My Mail Order Day | 


i By Jared Abbeon k 


a ee 


Here it is January and another 


Christmas Season rush has gone over 


the darn. Sure wish all you M. O. 


Operators had as Merry a Season as 
did my various enterprises. The retail 
mail order part did not clear five fig- 
ures (in Dec.) but it was a nice four 
figure profit. The wholesale part added 
a passel of new accounts of whom (it 
past percentages hold true) about one 
in ten will settle down to being good 
year in and year out accounts. 

Of course, as happens every year, 
one lad found an item on our list that 
he could give a hot play to and quietly 
placed advertising across the board 
without telling us. Then suddenly he 
calls us long distance for a couple of 
gross. We had to burn up the cables 
to Europe. Luckily the manufacturer 
had a stock and we caught a fast plane 
so he got his stuff in time. 

> > > 

Which brings up the Advice To the 
Lovelorn Dept: If you are testing an 
item and it looks like it might be hot 

Take your supplier a little way 
into your confidence . . . You don't 
have to show him your Profit and 
Loss Statement .. . but at least give 
the guy a standby signal. 

> > > 

I can tell business is getting better. 
Got a Direct Mail offer to my house 
addressed to the Good Wife inviting 
“A magnificent 
modern 


her to a showing of 
collection of the finest in 
jewelry includes the world’s great 
est collection of single gem stones, rare 
historic jewels, etc., etc.” sent from 
The House of Winston. Thanks for 
the invite, Harry; but I’m afraid that 
it will be a couple of years yet before 
I let her browse in your pasture. Of 
course | could raise the rates to a 
couple of the Consulting Clients for 
whom I've been showing results 
but I still don’t think that I could af 
ford a nice pigeon egg sized ruby. 
3ut its flattering to know I’m on your 
mailing list. 
> > > 

As mentioned from time to time in 
this column, I’m on over 500 mailing 
lists under different code names and 
from time to time as I spot offers | 
get my name added to these new deals. 
One deal that has shown up lately is 
} 


not new but is getting a play. That's 


this deal of an outfit appointing agents 
and the agents appointing sub-agents 
and the subagents appointing sub 
subs and so on ad infinitum. 

One of these deals is out of Cali 
fornia. They sell you business cards 
at $3 per 1,000. You resell them by 
mail at $4.00 per 1,000. You make a 
big one dollar. Using the literature 
they supply you, sales letter $6.75 per 
M, order forms $3.75 per M, Sample 
cards $3.00 per M, an outside envelope 
if bought in lots of 250,000 is still go- 
ing to cost about $1.75 to $3.50 de 
pending on size and style. Then allow 
ing minimum wages for addressing 
(say $4 to $8. per thousand), and an- 
other $15 to Uncle for postage (not to 
mention collating, sealing, bagging, 
trucking, and mailing. Not to mention 
any overhead. Not to mention the cost 
of transmitting orders to California) 
the mailing is going to cost at least 
$40. a thousand. I don’t think that 


Richard Sears, and 


yours truly working as a team could 


old Bob Collier, 


get 4% on this type of offer once we 
had exhausted the friends and relatives 
I once pulled 8% to a cold list with a 
postcard with a $5 offer but that was 
once, and it was something that could 
be gotten only from one or two places 

Then | have a letter from an outfit 
that is obviously agents of the firm 
above offering much the same deal and 
telling me that I can appoint agents 
within my commission framework and 
make money. The question is how 


' 
many sub-agents can one proposition 


stand particularly if in the opinion 
of this writer the proposition is a 
lemon to start with? 

> > al 


Fellows they ought to nail to the 
barn door: That character who offers 
the 10 or 20 dresses in the movie mags 
at the sensational price of about $3.50 
for the lot . . and puts the words 
“used” in reverse type of about 2 
points. Even my eager eyes had to 
strain to spot this gimmick. 


Speaking of the 
fan mags, TV mags, etc., slanted at the 


movie magazines, 


distaff side of the population . . . it 
is about time somebody went through 
their advertising with a shovel and 
cleaned it out. These words don’t ap 
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Rates $1.25 per line (75¢ Situation Wanted) Minimum 4 lines 


» CSTE 








__ADDRESSING 
OUR LISTS ARE FREE 


Retailers - wholesalers - manufacturers 
Banks - churches - institutions 
We charge only for addressing 

SPEED - ADDRESS KRAUS CO. 
48-0! 42nd Street 
Long Island City 4, N. Y. 








ADDRESSING PLATES 
If you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 
Box |1, Reporter Garden City, N. Y. 
Garden City, New York 





__ ADVERTISING AGENCIES 


For pulling direct selling mail order ad- 
vertising campaigns in newspapers, 
magazines, trade papers, consult Mar- 
tin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 





FOR SALE 
IBM ELECTRIC TYPEWRITERS All 
type faces—Pica, Elite, Executive. Re 
built. More information from HARRY 
J. ABRAMS, 33! Emerson St. N. W. 
Washington I|1, D.C 


SPEEDAUMA T—Three line embossing 
—$35.00 per M. Also “B" and “E” 
embossing—write for prices. Adver- 
tisers Addressing System, 703 No. 16th 
St., St. Louis, Mo 











____ HELP WANTED 
CATALOG PRODUCTION MAN— 


Large direct mail company wants man 
capable of producing complete cata- 
log. Must know how and where to buy 
artwork, printing, engraving, etc. Good 
idea man Wonderful opportunity 
Write full details and salary. Box 12, 
The Reporter, Garden City, N. Y 


COPYWRITER 
For magazine circulation department 


“U.S. News and World Report” is look 
ing for a creative young man experi 
enced in mail order. Right now he may 
be selling merchandise by mail or pro- 
moting circulation for some business 
paper. With us, he will work with the 
key circulation people preparing let- 
ters, flyers, mail order and display ad- 
vertising. Or he may share these duties 
with others and in turn help out on 
other parts of the circulation program 
His own interests and abilities will de 
termine where he finally fits in. Mov- 
ing expenses will be paid. We'd appre- 
ciate application by letter with some 
samples of his past work so that sev 
eral may review them. Write to: 

U. S. News & World Report 
Circulation Promotion Manager 
24th & N Streets, N.W. 
Washington 7, D. C. 


DIRECT MAIL/LITHO SALES 
Exp nesc direct mail or print sales 
career in lg co 23-38 $75 com-—t_opty. 
FANNING AGENCY, 180 Bway, N.Y.C. 

ADDRESSOGRAPH SUPERVISOR 
Heavy exp nese for lg dept % mill 
pits in well known co $5000 + to st 
FANNING AGENCY, 180 Bway, N.Y.¢ 





__LSSTS ~~ e 
CANADA'S BEST MAILING LIST 


250,000 live names on Elliott stencils 
Call your list broker — TODAY 
or Tobe’s, Niagara on the Lake, Canada 


DEALERS’ MAILING LIST — Ford, 
Chevrolet, Plymouth, DeSoto, Chrys- 
ler, Oldsmobile, Buick dealers. Com- 
plete national list, December 1954 
checked. On addressed labels 32M 
$14 per M. Box 14, care The Report 
er, Garden City, N. Y 


NAME LISTS-—Canadian, direct-selling 
agents. Secured within last 3 months 
from newspaper ads. Guaranteed cor- 
rect. Free details. Elliott Agency, 252- 
D, Gainsboro, Toronto. 





PRODUCTION AIDS 


Tired of counting Characters? Copi- 
Counter will do it for you. This preci- 
sion dial gauge, graduated in picas, 
inches and agates, counts lines on a 
typewritten page and characters in a 
typewritten line. Comes complete with 
leather case and instructions for $4.95, 
postpaid. Satisfaction guaranteed. Ar- 
thur H. Nellen, Jr., P. O. Box 106, R, 


Broomall, Pa. 





__OFFSET CUTOUTS 


Stock promotional headings for repro- 
duction. OFFSET SCRAPBOOK NO. I, 
containing 1500 classified specimens, 
only $3.00 postpaid. It's a rich source 
of practical help and _ inspiration. 
Thousands in use. Available also are 
other books containing promotional 
art, cartoons, type fonts, borders, 
panels, holiday art, etc. Most complete 
service in U.S. Free descriptive folder. 
A. A. ARCHBOLD, Publisher, P. O. 
Box 20740-K, Los Angeles 6, Calif. 





SITUATION WANTED 

COPYWRITER—DMAA winner, now 
on retainer with top N.Y. agency, has 
time open for free-lance assignments. 
Specialist in colorful, persuasive (and 
rewarding!) letters. Painstaking crea- 


tive effort down to the last comma. 


Room 8, 45 W. 88 St., N.Y 24, N.Y 








WANTED 
WILL BUY mail order business selling 
to consumers. Or mailing lists of con- 
sumer buyers. Give complete details. 
All replies confidential. Box 13, The 
Reporter, Garden City, N. Y. 


WANTED — To buy or sell Inserting 
and Mailing Machines. Top prices paid 
for the right equipment. Box 14, The 
Reporter, Garden City, N. Y. 

PARTNER in Inserting & Mailing Ma- 
chine operation. Must have adequate 
finance in expansion move and have a 
following in direct mail. Box 16, The 
Reporter, Garden City, N. Y 








ply to all the Mags in this category but 
the tone and text of some of these of 
fers would nauseate even a buzzard. 


One of the chinchilla ranch mail 
ing is in... and the sincere people 
operating this plan have seen fit to 
enclose a little slip headed “Debunking 
Schemes and Worthless Plans”. They 
use such language about some of the 
deals offered in this new industry as 
“usually misleading — poor stock — 
not graded — set up deliberately to 
mislead people costs more — close 


JANUARY, 1955 


to being downright fraud preying 
upon uninformed and unsuspecting be 
ginners — misleading advertising”: 

It looks like the good folks in the 
chinchilla field are getting set to lynch 
some of the boys who are just along 
for the ride and the fast buck. If true, 
I'll bear a hand on the rope—but let’s 
deputize the mob so as to make it 
legal. 


Note to that gang on Long Island, 
New York, who think they can mail 
from an out of town Post Office, then 
drop return and not have the man with 
the whiskers know who is behind 


the little deal: That last mailing of 
yours dips into the field of illegality as 
I see it. If those girls in the park whom 
you photographed in the act of disrob- 
ing as you claim when you offer the 
pictures did not (as you also claim) 
know that you had the cameras fo- 
cused on them — then you have ob- 
viously violated their privacy and they 
have a cause of action against you .. . 
seeing as you couldn’t have a model 
release. On the other hand, if they 
knew they were being photographed 
just the way the buyers of your smut 


wanted to see them then your ad 


(Continued on page 41) 

















ACETATE SHEET PROTECTORS 
A. G. Bardes Co., inc 437 N. Sth St., Milwaukee 3, Wis. (BR 2-3372) 
ADDRESSING 
Advertising Enterprises. .82-66 Grenfell St., Kew Gardens, N.Y. (VI! 9-4337 
Creative Mailing Service, inc 460 N. Main, Freeport, N.Y. (FR 9-243! 
Del! Letter Service 6107 159th St., Flushing, N.Y. JA 3-8589) 
Fair Mail Service 417 Cleveland Ave., Plainfield, N.J. (PL 4-7770) 
M. Victor 130 Flatbush Ave., Brooklyn 17, N.Y. (ST 9-8003) 
ADDRESSING MACHINES 
Addressing Machine & Equip. Co...326 Broadway N.Y. 7, N.Y. (HA 2-6700) 
Elliott Addr. Machine Co 155A Albany St., Cambridge 39, Mass. (TR 6-2020) 
Mailers’ Equipment Co 40 W. 15th St.. N.Y. 11, N.Y. (CH 3-3442) 
Saver & Wallingford 143 W. Broadway, N.Y. 13, N.Y. (WO 40520) 
ADDRESSING — TRADE 
Belmar Typing Service. .91-71 111th St., Richmond Hill 8, N.Y. (Vi 6-5322) 
Shapins Typing Service. .68-11 Roosevelt Ave., Woodside, N.Y. (HI 6-2730) 
ADDRESSOGRAPH PLATE EMBOSSING 
130 Flatbush Ave., Brooklyn 17, N. Y. (ST 9-8003) 
8 Nagele Court, Merrick, N.Y. (FR 9-2313) 
ADVERTISING AGENCIES 
Ad Scribe P. O. Box 254, North Canton, O. (Tel: 9-2552) 
The Jay H. Maish Co On Gospel Hill, Marion, O. (Tel: 2-1191) 
Martin Ad Agency (Dir. Sell. Mail Ord.) 15 PA E. 40, N. Y.C. 16 (LE 2-4751) 
Roskam Advertising (Mail Order) 1430 Grand, Kansas City 6, Mo. (HA 6469) 
ADVERTISING ART 
A. A. Archbold, Publisher. .P. O. Box 20740, Los Angeles 6,Calif. (PR 9062) 
Raymond Lufkin 116 West Clinton Ave., Tenafly, N. J. (EN 3-4860) 
Trapkus Art Studio (Small Ads 349 10th St., Moline, lil. 
Harry Volk Jr. Art Studio. .22 W. Verona Ave., Pleasantville, N. J. (PL 4620) 
ADVERTISING BOOK MATCHES 


M. Victor 
G. W. Weeks 


Match Corp. of America 3433-43 W. 48th Pi., Chi. 32, Ill. (Vi 7-2244) 
Universal Match Corp 1501 Locust St., St. Lovis 3, Mo. (CH 1-3230) 
AUTOMATIC MACHINE-ADDRESSING SERVICE 
Globe Mail Agrncy, inc 148 W. 23rd St., N.Y.C. 11 (OR 5-4600) 
Globe Org., Inc 480 Lexington Ave., N.Y. 17, N.Y PL 3-7938) 
AUTOMATIC TYPEWRITERS 
Amer. Automatic Typewriter Co. 2323 N. Pulaski Rd., Chi. 39, Il. (EV 4-5151) 
AUTOMATIC pate ge my 
Ambassador Letter Serv. Co 11 Stone St., Y. 4, N.Y. (BO 9-0607) 
Pat Goheen & Assoc. (25 Robos)..117 S. Meridi ay Indpls. 25, ind. (AT 5011) 
MacCallum Letter Service 7 S. Dearborn St., Chi. 3, tll. (AN 3-1038) 
BOOKS 


Art & Tech. of Photo Eng. Horan Eng. Co. 44 W. 28 N. Y.C. 1, (MU 9-8585) 


BUSINESS BRIEFS 
1015 S. Shepherd Dr., Houston 19, Texas (LY 9126) 


BUSINESS CARD he 


Wetmore & Co 


R. O. H. Hill, Inc 270 Lafayette St., N 12, N.Y. (CA 66340) 
Se PLANNING 

Catalog Planning Co W. 55th St.. N.Y. 19, N. ¢. (PL 7-1967) 

George F. M:Kiernan & Co ‘ose W Van Buren St., Chi. 7, Il. (TA 9-2424) 
CHRISTMAS STATIONERY 

The Newbern Company 207 W. Main St., Arlington, Texas (AR 5-2207) 
COPYWRITERS (Free Lance) 

Leo P. Bott, Jr 64 E. Jackson Bivd., Chi. 4, Ill. (HA 7-9187) 


Edward W. Osann 175-35 88th Ave., Jamaica 32, N.Y. (Re 9-2244) 
Orville E. Reed 106 N. State St., Howell, Mich. (Tel: 65) 
Roskem Advertising (Mail Order). .1430 Grand, Kansas City 6, Mo. (HA 6469) 
Franklin C. Wertheim 179-15 Jamaica Ave., Jamaica 32, N.Y. (AX 7-1200) 
John Yeargain 442 East 20th St., N.Y. 9, N.Y. (OR 7-4533) 


DIRECT MAIL AGENCIES 

108 N. State St., Chi. 2, Ill. (ST 2-5336) 
The Buckley Organization Lincoln-Liberty Bidg., Phila. 7, Pa. (RI 6-0180) 
Dickie-Raymond, inc 80 Broad St., Boston 10, Mass. (HA 6-3360) 
Dickie-Raymond, inc 521 Fifth Ave., N.Y. 17, N.Y. (MU 7-336)) 
Direct Mail Services 175 Luckie St. N. W., Atlanta 3, Ga. (CY 3398) 
Duffy & Assoc., Inc 918 N. 4th St.. Milwaukee 2, Wis. (BR 3-7852) 
The Folks On Gospel Hill 400 S. Main St., Marion, O. (Tel: 2-1191) 
James Gray, inc 216 E. 45th St., N. Y. 17, N. Y¥. (MU 2-9000) 
Frederick E. Gymer 2123 E. 9th St., Cleveland 15, O. (SU 1-4220) 
Harrison Services, Inc 341 Madison Ave., N.Y. 17, N.Y. (MU 9-1630) 
Mailograph Company, inc 39 Water St., N.Y. 4, N.Y. (BO 9-7777) 
Proper Press, Inc 129 Lafayette St.. N.Y. 13, N.Y. (CA 64757) 
R. L. Polk & Co 431 Howard St., Detroit 31, Mich. (WO 1-9470 
Reply-O Products Co 7 Central Park W., N.Y. 23, N.Y. (Cl 5-86118) 
Roskam Adv. (Mail Order 1430 Grand, Kansas City 6, Mo. (HA 6469) 
Seles Letters, inc 148 W. 23rd St., N.Y. 11, N.Y WA 9-6028) 
The Smith Company 67 Beale St., San Francisco, Cal. (SU 1-6564) 


Homer J. Buckley 


John A. Smith & Staff 1] Beacon St Boston 8. Mass LA 3-6545) 
DIRECT — CONSULTANT 

Lawrence Lewis & Assoc Sth Ave... N 10, N. ¥. (CR 7-6868) 
DIRECT MAIL EQUIPMENT 

B. H. Bunn Co 7605 S. Vincennes Ave., Chi. 20, Ill. (HU 3-4455) 

A. B. Dick Co 5700 W. Touhy Ave., Chi. 31, Ill. (RO 3-1900) 


Felins Tying Machine Co 3351 N. 35th St., Milwaukee 16, Wis. (H! 5-7131) 
Inserting & Mailing Machines Co Phillipsburg, N. J. (PH 5-1441) 


Marko! Metal Products, Inc 255 Mill St., Rochester 14, N.Y HA 3237) 

National Bundle Tyer Co Blissfield, Mich BL 162) 

Seal-O-Matic Machine Mfg. Co So. Hackensack, N.J. (HU 7-1490) 
DIRECT MAIL — GIFTS 

George E. McWeeney Co. 120 Milton Ave W. Haven 16. Conn WE 4-1409) 





DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $15.00 PER 






YEAR 

















ELLIOTT STENCIL CUTTING 
Address-O-Rite Stencil & Mach. Co. 64 W. 23rd St., N. Y.C. 10 (OR 5-3240) 
Clear Cut Duplicating Co.......149 Broadway, N.Y. 6, N.Y. (WO 4-4457) 
Creative Mailing Service 460 N. Main St., Freeport, N.Y. (FR 99-2431) 


ENVELOPES 
American Envelope Mfg. Corp. ..26 Howard St., N.Y. 13, N.Y. (CA 6-7152) 
The American Paper Products Co East Liverpool, O. (FU 5-4240) 
Atlanta Envelope Co ..1700 Northside Dr. Atlanta 1, Ga. (EL 3686) 
Berlin & Jones Co., Inc 601 W. 26th St., N. Y. C. 1 (WA 4-4400) 


The Boston Envelope Co. 397 High St., Dedham, Mass. (FA 5-6700) 
The Century Envelope Co...501 Park Ave., Minneapolis 15, Minn. (GE 3663) 
The Clasp Envelope Co., Inc.....98 Bleecker St., N.Y. 12, N.Y. (SP 7-0351) 
Columbia Envelope Co .2015 N. Hawthorne, Melrose Park, Ili. (ES 8-6214) 
Samvel Cupples Envelope Co...360 Furman St., Brooklyn 2, N.Y. (TR 5-6285) 
Cupples-Hesse Corp 4175 N. Kingshighway, St. Louis 15, Mo. (EV 3700) 
Curtis 1000 Inc....150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2-1221) 
Detroit Tullar Envelope Co...2139 Howard St., Detroit 16, Mich. (TA 5-2700) 


Direct Mail Ervelope Co. .15 W. 20th St.. N.Y. 11, N.Y. (WA 4-0500 
Garden City Envelope Co 3001 N. Rockwell St., Chi. 18, Ill. (CO 7-3600) 
Gaw-O’Hara Envelope Co...500 N. Sacramento Bivd., Chi. 12, III. (NE 8-1200) 
The Gray Envelope Mfg. Co. 55-33rd St., Brooklyn 32, N.Y. (ST 8-2900) 
Heco Envelope Co. 4500 Cortland St., Chi. 39, Ill. (CA 7-2400) 
Orgler Envelope Co, Inc 167 41st St., Brooklyn 32, N.Y. (HY 9-2400) 


72 Clarissa St., Rochester 14, N.Y. (HA 2404) 
1600 E. 30th St., Cleveland 14, O. (PR 1-3960) 
Tension Envelope Corp 19th & Campbell! Sts. Kansas City, Mo. (HA 0092) 
Tension Envelope Corp 522 Fifth Ave., N.Y. 36, N.Y. (MU 2-4644) 
Transo Envelope Co 3542 N. Kimball Ave., Chi. 18, III. (IR 8-6914) 
Transo Envelope Co 22 Monitor St., Jersey City, N. J. (HE 4-1587) 
United States Envelope Co Springfield 2, Mass. (SP 2-7211) 
The Wolf Envelope Co 1749-81 E. 22nd St., Cleveland 1, O. (PR 1-8470) 
Wolf Detroit Envelope Co.. 14700 Dexter Bivd., Detroit 32, Mich. (Di 1-2221 


ENVELOPE SPECIALTIES 
150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2-1221) 
3026 Franklin Bivd., Chi. 12, Ill. (NE 8-1200) 
3001 N. Rockwell St. Chi., 18, Ili. (CO 7-3600) 
480 Lexington Ave., N.Y. 17, N.Y. (PL 5-2516) 
19th & Campbell! Sts., Kansas City 8. Mo. (HA 0092) 


FOREIGN MAILINGS 
57-10-C, Madrid, Spain (Tel: 31 22 13) 


FOREIGN POSTAGE 
6 Lahey St., New Hyde Park, N. Y. (FL 2-2915) 


FUND RAISING 
William M. Proft Associates 27 Washington P!i., E. Orange, N. J. (OR 3-2233) 


IMPRINTERS AND SALES LITERATURE 


Rochester Envelope Co 
The Standard Envelope Co 


Curtis 1000 Inc 
Du-Plex Envelope Corp 
Garden City Envelope Co 
The Sawdon Co 
Tension Envelope Co 


Promotion, Joe Antonio 


Foreign Postage Service 


L. P. MacAdams Co. 301 John St., Bridgeport 3, Conn. (Tel: 4-2167) 
INDIVIDUALIZED IMPRINTING (PERSONAL PRINT) 
Mailograph trinting Co 138 N. 12th St., Phila. 7, Pa. (LO 4-3113) 


INSERTING SERVICE — AUTOMATIC MACHINE 
Bonded-Nationwide 977 McDonald Ave., Brooklyn 30, N. Y. (UL 3-1143) 


INVISIBLE INK POSTCARDS 
East Orange, N. J. (OR 4-8308) 


LABEL PASTERS 
200 North St., Teterboro, N. J. (HA 8-1941) 


LABELS 


Morley W. Jennings 
Potdevin Machine Co 


Framingham, Mass. (TR 3-3511) 

385 Gerard Ave., N. Y. 51, N.Y. (MO 5-1818) 
9 Murray St., N.Y. 7, N.Y. (BA 7-7771) 

1518 Walnut St., Philadelphia 2, Pa. (PE 5-6999) 


Dennison Mfg. Co 
Allen Hollander Co., Inc. 
Penny Label Co. 
Tompkins Label Co 


M. Victor 130 Flatbush Ave., Brooklyn 17, N.Y. (ST 9-8003) 
— GADGETS 
Hewig Co. W. 45th St.. N.Y. 19, N.Y. (JU 2-21596) 
A. August Tiger $45 Fifth Ave. N.Y. 17, N.Y. (MU 7-6665) 
LETTERHEADS 


Brunner Printing Co., Inc... 190 Jefferson Ave., Memphis, Tenn. (Tel: 8-5126) 
Harper Engraving & Printing Co...283 E. Spring, Columbus 15, O. (AD 5057) 
R. O. H. Hill, Inc 270 R Lafayette St.. N. Y. 12, N. Y. (CA 6-6340) 
Peerless Lithographing Co. 4313 Diversey Ave., Chi 39, III. (SP 2-7000) 
Arthur Thompson & Co 109 Market Pi., Baltimore 2, Md. (PL 4806) 


MAIL ADVERTISING SERVICES (Lettershoos 
Advertisers Associates Inc 1627 Penn Ave., Pittsburgh 22, Pa. (AT 1-6144) 
Advertisers Mailing Serv., Inc 45 W. 18th St. N.Y. N.Y. (AL 5-4500) 
Advertising Letter Service. .2930 Jefferson East, Detroit 7, Mich. (LO 7-9535) 
American Mail Adv., Inc 510 Newbury St., Boston 15, Mass. (CO 6-7540) 
Atlas Letter Service 524 S. Spring St., Los Angeles 13, Cal. (VA 2502) 


Benart Mail Sales Serv., Inc 228 E. 45th St., N.Y. 17, N.Y. (MU 7-8830) 
Cardinal Direct Mail Corp 2 Broadway, N.Y. 4, N.Y. (WH 4-3722) 
Century Letter Co., Inc 48 E. 21st St.. N.Y. 10, N.Y. (AL 4-830) 
Circulation Associates 1745 Broadway, N.Y. 19, N.Y. (JU 6-3530) 
Mary Ellen Clancy Co 250 Park Ave., N.Y. N.Y. (PL 9-1520) 
Cleveland Letter Serv., inc 740 W. Superior, Cleveland 13, O. (SU 1-8300) 
Connelly Organization, Inc 1010 Arch St., Phila. 7, Pa. (MA 7-8133) 
Elite Letter Co., Ine 11 W. 32nd St., N.Y. 1, N.Y. (PE 61462) 
Fair Mail Service 417 Cleveland Ave., Plainfield, N. J. (PL yr 7770) 
The Folks on Gospel! Hill 400 S. Main St., Marion, O. (Tel: 2-1191) 
Fulfillment Corp. of America 381 W. Center St.. Marion, O. (Tel: 2-1187) 
General Office Serv., Inc 527 6th St., NW, Washington 1, DC (NA 8-5348 
Ralph E. Harris Assoc 914 Walnut St., Phila. 7, Pa. (MA 7-7150) 
Inserting & Mailing Corp 2 Broadway, N.Y. 4, N.Y WH 4-3722 
Krupp’s Adv. Mailing Serv. .228 S. Los Angeles St., L.A. 12, Cal. (MI 8753 
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The Lemarge Co 417 S. Jefferson St., Chicago 7, Ill. (HA 7-1030) 
The Letter Shop 67 Beale St., San Francisco, Cal. (SU 1-6564) 


326 Broadway, N.Y. 7, N.Y. (BA 7-5770) 


Lincoln Letter Service, Inc 
95 Mineola Bivd., Mineola, N.Y. (Pl 6-3646) 


Long Island Letter Serv 


MacCallum Letter Serv. 7 S. Dearborn St., Chi. 3, Ill. (AN 3-1038) 
Mailograph Co., Inc 39 Water St., N.Y. 4, N.Y. (BO 9-7777) 
Mailways 200 Adelaide St. W., Toronto, Ont., Canada (WA 1808) 
Premier Printing & Letter Serv 620 Texas Ave., Houston 2, Tex. (PR 4145) 
Rochester Consumer Adv. Corp 210 Lyell, Rochester 6, N. Y. (GL 4726 
Roskam Advertising (Mail Order)..6 W. 10th, Kansas City, Mo. (HA 6469) 
The Rylander Co 216 W. Jackson Bivd., Chi. 6, Ill. (FR 2-5953) 
The St. John Assoc., Inc 75 W. 45th St., N.Y. 36, N.Y. (JU 2-3344 
Union County Business Bureau Westfield, N. J. (WE 2-5614) 


Woodington Mail Advertising Serv...1304 Arch St., Phila. 7, Pa. (RI 6-1840) 


MAILING LISTS — BROKERS 
*Archer Mailing List Serv 140 W. 55th St., N.Y. 19, N.Y. (JU 6-3768) 
"George R. Bryant Co 595 Madison Ave, N.Y. N.Y. (MU 8-2651) 
*George R. Bryant Co 75 &. Wacker Dr., Chi. 1 


*Walter Drey, inc 333 N. Michigan Ave., Chi. 1, Ill. (Fl 6-4180) 
*Walter Drey, Inc 257 4th Ave. N.Y. 10, N.Y. (OR 4-7061) 
*Guild Co 16) Engle St., Englewood, N. J. (BR 9-0461) 
*Lewis Kieid Co. 25 W. 45th St., N.Y. 36, N.Y. (JU 2-0830) 
*Willa Maddern, Inc 215 4th Ave., N.Y. 3, N.Y. (OR 7-4747) 


*Mosely Mail Order List Serv. 38 Newbury St., Boston 16, Mass. (CO 6-3380) 

*Names Unlimited Inc 352 4th Ave. N.Y. 10, N.Y. (MU 62454) 

Roskam Advertising (Mail Order)..6 W. 10th, Kansas City, Mo. (HA 6469) 

Sanford Evans & Co., Ltd. 165 McDermot Ave., Winnipeg 1, Canada (92-2151) 

*James E. True Assoc 419 4th Ave., N.Y. 16, N.Y. (MU 9-0050) 
* Members Nationa! Council of Mailing List Brokers 


MAILING LISTS — COMPILERS & — 
Albert Mailing Lists 120 Liberty St., N 6, N.Y. (RE 2-7573) 
Allison Mailing Lists 400 Madison Ave., N.Y "17, N.Y. (MU 8-6500) 
Associated Advertising Serv...613 Willow St., Port Huron, Mich. (Tel: 7773) 
Bodine’s of Baltimore. .444 E. Belvedere Ave., Baltimore 12, Md. (1D 5-8900) 
Bookbuyers Lists 363 Broadway, N.Y. 13, N.Y. (WO 4-5871) 


Boyd’s City Dispatch 120 E. 23rd St., N.Y. 10, N.Y. (GR 5-4600) 
Catholic Laity Bureau 45 W. 45th St., N.Y. 36, N.Y. (CO 5-4490) 
Chicage Mailing List Co 435 N. LaSalle, Chi. 10, Ill. (SU 7-3785) 
Creative Mailing Serv 460 N. Main St., Freeport, N.Y. (FR 9-2431) 
Walter Drey, Inc 333 N. Michigan Ave., Chi. 1, Ill. (Fi 6-4180) 
Walter Drey, Inc 257 4th Ave., N.Y. 10, N. Y. (OR 4-7061) 
Drumcliff Advertising Service Hillen Rd., Towson 4, Md., (VA 3-7290) 
Dunhill List Co., Inc 565 5th Ave., N.Y. 17, N.Y. (PL 3-0833) 
E-Z Addressing Serv 83 Washington St., N.Y. 6, N. Y. (HA 2-9492) 
Fritz S. Hofheimer 28 E. 22nd St., N.Y. 10, N.Y. (OR 4-6420) 
Industrial List Burea Webster, Mass. (WE 2780 


The Walter S. Kraus Co. 48-01 42nd St., Long Island City 4, N. Y. (ST 4-5922 
Jewish Statistical Bureau 320 Broadway, N.Y. 7, N.Y. (BE 3-4239) 


Mapleton Service Co 339 Kings Highway, Brooklyn 23, N.Y. (ES 5-6600) 
Market Compilation Bur. 11834 Ventura Blvd., N. Hollywood, Cal. (ST 7-3169) 
Montgomery Engineering 8500 - 12th St., Detroit 6, Mich. (TR 4-0929 
Paramount Mailing Lists 77-14 138th St., Flushing 67, N.Y JA 6-8472) 
W. S. Ponton 50 W. 42nd St., N.Y. N.Y. (MU 7-5311) 
R. L. Polk & Cc 431 Howard St., Detroit 31, Mich. (WO 1-9470) 
Rochester Consumer Advertising Corp. 210 Lyell, Rochester 6, N. Y. (GL 4726) 
Select List Co. (SW Progress) 232 N. Canon Dr. Beverly Hills Cal. (BR 21494) 
Zeller Co 15 East 26th St., N.Y. 10, N.Y. (MU 5-6278 
MAIL ORDER CONSULTANT 
Whitt Northmore Schultz 1115 Old Elm Lane, Glencoe, Ill. (Hi! 2-0773) 
MATCHED STATIONERY 
Tension Envelope Corp 19th & Campbell Sts. Kansas City, Mo. (HA 0092) 
MESSENGER — TRUCKING SERVICE 
Mercury Service Systems, Inc 461 4th Ave., N.Y. 16, N.Y. (LE 2-6009) 


MY MAIL ORDER DAY 


(Continued from page 39) tain Lakes, N. J. 
letters, recipe books, 
finds time to run this lash-up and 
also make dolls, play the piano, knit, vacation with the wife and kidlys. 
write for magazines, run a print shop However before some high pressure 
Girl Scout Leader 


literature is misleading and most likely 
fraudulent. In any case I don’t think 
you are going to be in business long 
enough to find out which. That is, if 


the boys are still looking under flat in the cellar, be 


and raise three 


Friendly Cooks Club, 
This covers twelve run their merry course and I leave 





MIMEOGRAPH MACHINE 
Addressing Machine & Equip. Co.. .326 Broadway, N.Y. 7, N.Y HA 2-6700) 

MULTIGRAPH SUPPLIES 
Chicage Ink Ribbon Co 19 S. Wells St., Chi. 6, Ill. (ST 7800) 

MULTILITH & MULTIGRAPH MACHINES 
Addressing Machine & Equip. Co...326 Broadway, N.Y. 7, N. Y. (HA 2-6700) 
PACKAGING 

7 Brown St., Newark 5, N. J. (MI 2-7575) 

PAPER MANUFACTURERS 
The Beckett Paper Company Hamilton, O. (Tel: 5-5641) 
Eastern Corporation Bangor, Maine (Tel: 8221) 
Esleeck Manufacturing Co Turners Falls, Mass. (UN 3-4341) 
Fox River Paper Corp Appleton, Wis. (Tel: 3-7341) 
W. C. Hamilton & Sons Miquon, Pa. (IV 3-3160) 
Hammermil! Paper Co Erie, Pa. (Tel: 4-7101) 
International Paper Co 220 E. 42nd St., N.Y. 17, N.Y. (MU 2-7500) 
The Mead Corp. 819 Public Ledger Bldg., Phila. 6, Pa. (WA 2-5441) 


Pack-lt (also Mail-it 


Neenah Paper Co Neenah, Wis. (Tel: 2-1521) 
Nekoosa-Edwards Paper Co Port Edwards, Wis. (Tel: 3111) 
Peninsular Paper Co Ypsilanti, Mich. (Tel: 62) 
Rex Paper Co Kalamazoo 99, Mich. (Tel: 2-0151) 
Rising Paper Co Housatonic, Mass. (HO 47) 


PARCEL POST MAILING BOXES 
Corrugated Paper Prod. Inc...2235 Utica Ave., B’klyn 34, N. Y. (ES 7-6112) 


PHOTO ee a 
Nassau Photo Engrav. Co 54 W. 3st St., N. Y. C PE 6-0817) 


suatnenenne 
350 W. 50th St., N.Y. 19, N.Y. (PL 7-3520) 


PHOTOS IN QUANTITY 


Moss Photo Serv., Inc 


Mulson Studio P.O. Box 1941, Bridgeport 1, Conn. (Tel: 5-3077) 
PHOTO REPORTING 
Sickles Photo-Reporting Serv 38 Park Pl., Newark, N.J. (MA 2-3966) 


POSTAL INFORMATION 
150 Nassau St., N.Y. 38, N.Y. (WO 2-3130) 


POSTCARDS 


Postal Digest Co 


Moss Photo Serv., Inc 350 W. 50th St., N.Y. 19, N.Y. (PL 7-3520) 
PRINTERS — LETTERPRESS 
The Davenport Press, Inc Main St., Mineola, N.Y. (Pi 6-4050) 
George F. McKiernan & Co 1056 W. Van Buren, Chi. 7, Ill. (TA 9-2424) 
PRINTING — OFFSET LITHOGRAPHY 
Peerless Lithographing Co 4313 Diversey, Chi. 39, ill. (SP 2-7000) 
PRINTERS — LETTERPRESS & LITHOGRAPHY 
Paradise Printers Paradise, Pa. (ST 5131) 
Printcraft Press, Inc 229 W. 28th St., N.Y. 1, N.Y LO 4-7430) 


129 Lafayette St., N.Y. 13, N.Y. (CA 6-4757) 
PUBLIC RELATIONS CONSULTANT 
Whitt Northmore Schultz 1115 Old Elm Lane, Glencoe, III. (H! 2-0773) 
SALES PROMOTION COUNSEL 
Martin Ad Agency (Mail Order 15 PB E 40, N.Y.C. 16 (LE 2-4751) 
SUBSCRIPTION FULFILLMENT reg! 
Globe Organization, inc 480 Lexington Ave., N N.Y. (PL 3-7938) 
SYNDICATED HOUSE ceauaanas 
The William Feather Co 812 Huron Rd., Cleveland 15, O. (MA 1-6450) 
TRADE ASSOCIATIONS 
Direct Mail Advertising Assn 381 4th Ave., N.Y. 6, N.Y. (MU 3-1682) 
Mai! Adv. Service Assn. 18120 James Couzens, Detroit 35, Mich. (UN 4-3545) 
TRUCKING — MESSENGER SERVICE 
Mercury Service Systems, Inc 461 4th Ave., N Y. 16, N. Y. (LE 2-6000) 
VARITYPE EQUIPMENT 


Proper Press, !nc 


Zenith Typewriter & Adding Mach Co. :34 E. 22nd S:., N. Y. C. 10 (SP 7-4930) 


Box 304, Moun- chums. . . but the sands of time have 


etc. Where she this smoking typewriter to jump into 


the chariot and drive to Florida for a 


artist prints in his come-on literature— 
4, 9 and 12 I “Get into the Fabulous Mail Order 


rocks for aes ~- _ — don't know. But more power to her. Business — Look at Jared Abbeon — 
From the H. O. Organ of Almac , ; ¢ : ae somes ie wee and Ride “= 
Saale: “Whsmiee von ans 6.asiene Wanted to throw a few barbed wire Florida — You Too Can Loaf the Rest 
, handshakes in here to the boys who of Your Life Just for the Labor of 


you see a fellow who was never much 
of a beginner.” Aye verily and that 
goes for Mail Order also. 


> > > 


Any of you lads who have wives 
who are daft for cooking . . . send 


loan you money by mail at rates that 
would make a racketeer whince; to 
the lads who sell railroad and steam- How” let me quietly state that (A) 
boat insurance policies by mail (Two 
Bits covers you, your wife, and all the years and (B) I'll be back in plenty of 
kinfolks for miles around for the first 


Taking Cash Out Of Envelopes — 
Send $$$$ To Me and I'LL Tell You 


This is the first Florida vacation in 8 


time to write next month’s column. See 


buck over to Evelyn Stewart, The month); and to some assorted other you all in FEBRUARY. 


QUIZ OF THE MONTH ANSWER (From Page 10): The Ad Manager 
of The Reporter finally managed to dope ovt a way to get his chil- 
dren into the act. Standing beside the Champion mailing tube is 


JANUARY, 1955 


three-year-old Henry Reed Hoke, Ill. Seated, holding one of the 
wrapping paper inserts, is seven-year-old Wendy Hoke. Both are do- 
ing their best to aid accurate reporting. 
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ntiinued from page 


[j “TOYS FOR A YEAR” is the name 
of a new gift plan for children. Instead 
of buying one toy, you subscribe to one 
of three plans available to send your 
child a different toy several times dur- 
ing the year. Three plans are available: 
one for $7.00 (three toys), one for 
$12.00 (six toys) and one for $22.00 
(a toy every month). “Toys Fer A Year” 
is located at 231 E. Sist St., New York 
22, N.Y. 


eee 


[) HAVING TROUBLE WITH YOUR 
FILES? A new system called Verti-File 
might help you. DeLuxe Metal Furni- 
ture Co., Warren, Pa., says their new 
system (shown here) increases capacity 
90% over conventional files by using 
shelving. Adjustable snap-in 


vertical 


metal dividers on every shelf make the 
separations. No drawers to pull out . . . 
each 3° wide cabinet section is completely 
visible. 


eae 


} SPACING CATALOG OFFERS over 
a period of time has paid off well for 
Florida Nursery & Landscape Co., Lees- 
berg, Fla. Instead of putting all their 
plants in one basket with one big yearly 
catalog (which home owners usually file 
or toss away), Florida Nursery mails 
their's in twelve sections . . . one bulle- 
tin a month. Then they supply home 
owners in their area with a binder in 
which recipients can file the bulletins. 
The nursery gets twelve impacts this way 

and has traced increased sales di- 
rectly to the idea. They started the idea 
a few years ago with a monthly bulletin 
mailing of 5,000. This year their list 
will probably hit 
50,000. 


somewhere around 


1 A NEW THOMAS TABLE TOP 
COLLATOR (5 and 8 page) features 
patented “Ejectomatic Feed” and other 


mechanisms previously available only on 


larger floor models. The Table Top 


+ 
" 


model is light-weight, portable and com- 
pact (16° x 27°). Collating time savings 
with this model are estimated as high 
as 70%. For complete details, write to 
Thomas Collators at 50 Church St., New 
York 7, N. Y. 


AS OF NOVEMBER, 1954, Express 
Rates on shipments of bulk advertising 
and other printed matter were reduced. 
Railway Express Agency vice president 
of Traffic K. N. Merritt announced that 
the new rates reduce third class ship- 
ping prices as much as 40 percent or 
more depending upon weight and dis- 
tance of the shipment. The old rate was 
1 1/5¢ per ounce regardless of distance. 
Under the new rates, there’s a minimum 
charge of $1.80 but additional charges 
won't exceed first class express rates. 
Write to Railway Express Agency at 219 
E. 42nd St., New York 17, N.Y. for a 


table of the new rate charges. 


ad 

ALL PAPER MERCHANTS should 
follow the example of the West Coast 
Paper Co., 414 Holgate St., Seattle 4, 
Wash, They're doing a marvelous job of 
getting prospective customers into the 
printers’ shops. All of their city delivery 
trucks have large billboards on each side 
reading: “Sales Skyrocket When You Use 
Direct Mail Advertising . . . See Your 
Printer!” West Coast is also making con- 
sumer mailings of different printed 
items, suggesting ideas, and getting the 
consumer to “Ask Your Printer!” More 
paper merchants should follow West 
Coast’s excellent example . . . to reach 
ultimate users of paper-consumers. 


£7) 


CONGRATULATIONS to Jane 
Sands, president of J. B. Sands & Co., 
16 Brighton Ave., Boston 34, Mass., for 
the fine job she did reporting on the 
ABC Meeting at the Boston Convention. 
Jane packaged the talks of the panelists 
in three portfolios titled “Five Star Fi- 
nal.” The editions certainly make a good 
text on the Essentials of Successful Di- 
rect Mail Advertising. Jane has about 


100 copies or so left. Those of you in 
the Boston area might write and ask her 
for one . . . first come, first served. 


47) 


(10 CONGRATULATIONS to Milton 
Luckman, 621 Broadway, New York, 
N.Y., for his attention-getting letter sell- 
ing his typing services. Letter was typed 
automatically on social size stationery. 
No letterhead .. but clean as a whistle. 
Opening sentence made it sound like it 
was from a job applicant: “Could you 
spare a moment to help a friend find a 
part-time job? Could you pay me 50¢ per 
hour to type money-making letters, Mr. 
Hoke, for you?” Rest of the letter was 
very convincing. 

— 
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[} DITTO DUPLICATES DIG: Identi- 
cal twins Theodore W. Robinson (left) 
and Sanger P. Robinson (right) are 
shown here breaking ground for a new 
Ditto, Inc. home in Lincolnwood, IIl. 


€ 


Theodore is chairman of the board and 
Sanger vice-president of the duplicating 
equipment company. Helping the “Ditto 
Duplicates” is president Kenneth M. 
Henderson (center). The ground break- 
ing ceremonies were attended by 200 
employees and friends . . . among them 
members of the Robert Zacharias Co. 
who donated a gold-plated spade for the 
occasion. 


eo@ee 


[] ESTIMATED DOLLAR VOLUME 
of direct mail used by American business 
during November, 1954 was $121,381,- 
294 . . . according to latest DMAA fig- 
ures. This represents a gain of 5.62% 
over the expenditure of the same month 
a year ago. During the first eleven 
months of 1954, an estimated $1,207,- 
410,644 was spent on direct mail adver- 
tising. This was an increase of 6.04% 
over the expenditure during January 
through November, 1953. We'll prob- 
ably have the complete 1954 totals by 
next month . . . and we'll all be looking 
forward to an even bigger and better 
year for direct mail in 1955. 
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HOW. TO HELP 
SALESMEN 
SELL MORE 





Can you use some fresh 


If you’re a sales-minded executive who is too busy to 
write sales letters, send for Mead’s brand-new portfolio 

The portfolio contains a series of provocative, 
stimulating selling ideas. All of them are yours to use. 
Paraphrase them as you see fit, send them out over 
your signature, and we'll warrant your salesmen will 
respond hearteningly—and thank you for it. 

In the same portfolio, Mead presents 12 fresh 
letterhead designs. With your printer, you can work 


out countless variations of any one of them until you 


A portfolio of stimulating 
sales letters printed on 
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selling ideas ? 


hit on a personality for your firm, and a face-lift for 
your business stationery. 

These letters are printed on crisp Mead Bond 
watermarked for your protection. We think the visual 
snap and clarity of the printing job speak volumes 
for the paper, its quality, its versatility. Write us 
today on your business stationery for this exciting 
new portfolio. Use the letters, and while you're at it, 
have them printed on Mead Bond—‘“The Bond of 


American Business.” 


THE MEAD CORPORATION 


“Paper Makers to America” 


Sales Offices: The Mead Sales Company, 118 W. First Street, Dayton 2 
New York, Chicago, Boston, Philadelphia, Atlanta 


apers 








